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Rough Proofs 


“Pretty, but will it sell?” is the 
query now propounded to packaging 
experts, according to ADVERTISING 
Ace. This is equivalent to remarking 
of a lovely lady, “Pretty, but can she 
cook?” 
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It is encouraging, at that, to realize 
that buyers of packages are inter- 
ested in something more than shelf 
appeal. Even the most romantic 
husband appreciates a wife who can 
make herself useful in the kitchen. 


? ¢ VY 


Gene Tunney has been elected a di- 
rector of the Greenfield Tap and Die 
Corporation. “Tap and Die’ isn’t 
such a bad name for Gene to tie up 
with, but “Tap and Duck” would 
have been better. 
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Any time you cast asparagus on 
some politician’s pet plans, you're 
guilty of propaganda in the first de- 
gree. My doxy is orthodoxy, and 
your doxy is heterodoxy. 
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Paterson, N. J., is advertising the 
municipal balance sheet for the bene 
fit of its bondholders. And they 
fervently hope that it will never be 
necessary to use a second color. 
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The Quality Group, we are told, 
reaches 225,000 first families, whose 
heads are “seasoned executives.” 
Meaning that lately they’ve been pep- 
pered plenty? 
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A regular cigar-store Indian, 56 
feet high, has been given an adver- 
tising job in Montreal. But, as you 
probably suspected, he’s advertising 
gasoline instead of cigars. 
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Gilbert Farrar protests against the 
use of 4-point type on labels and 
packages. But, maybe, like some 
parts of railroad tickets and life in- 
surance policies, the 4-point material 
isn’t intended to be read. 
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Arthur Kallet, of Consumers’ Re- 
search, appealed to high heaven in 
behalf ef the down-trodden consumer 
at the recent Copeland bill hearing. 
The publicity results were good. 
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Mr. Kallet, like a great many other 
professional consumers, objects in 
magnificent style to advertising. But 
if it’s his own advertising, and 
doesn’t cost anything, that’s different. 
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In spite of being in the black, the 
American Spectator has been discon- 
tinued. The American scene at 
present ought to be exciting enough 
for Any spectator. 
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And now a butter advertiser has 
adopted dating as part of his mer- 
chandising plan. But most people 
have learned that butter beyond the 
sweet and dewy stage dates itself. 
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Dating butter to prove freshness 
is something like trying to prove the 
virtue of an egg with an adding ma- 
chine. 
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The general report from the win- 
ter resorts is that the weather has 
been fine but the bathing girls aren’t 
quite up to the advertising. 

Copy Cus. 


“MISSISSIPPI 
TIE-UP ASSISTS 
ARMOUR DEALERS 


New Copy Pushes Sales of 
Related Items 


New York, March 14.—Showman- 
ship will figure in the new campaign 
being launched by Armour & Co. in 
a tie-up with Paramount Pictures 
Corporation, the first event in which 
will be the promotion of an old-fash- 
ioned baked ham dinner, with W. C. 
Fields enlivening the scene. 

Picture people view this tie-up as 
additional proof of a trend wherein 
large advertisers have used the cin- 
ema as a peg on which to hang their 
merchandising stories. National tie- 
ups of this sort go even further, bring- 
ing radio into the program and cash- 
ing in on the value of national stars, 
some of whom are known for their 
ability to please both motion picture 
and radio audiences. 

Armour’s new plan offers to in- 
crease the dealers’ sales in ham, 
sweet potatoes, asparagus, butter and 
canned pineapple without cutting 
prices by employment of “associated 
item selling.” To do this, dealers use 
advertised items, which bring many 
people into their stores, to sell many 
long profit items of their own. A 
prominent display is erected to sell 
both advertised and non-advertised 
items as a group. 

This associated selling idea is now 
made available to Armour customers 
in a regular monthly store promotion 
around which the dealer can build a 
larger localized selling program. It 
is known as “Armour’s Meal of the 
Month.” 

Use Magazine Copy 


Copy will break in the April 7 issue 
of The American Weekly featuring 
the first meal of the month, the old- 
fashioned baked ham dinner. It will 
be run in the Saturday Evening Post 
April 13. These will be color pages. 
rhe meal of the month story will also 
reach housewives in full color pages 

f the Ladies’ Home Journal, McCall's 

and the Woman’s Home Companion. 
Good Housekeeping copy will be in 
black and white. 

Armour’s meal of the month plan 
features a meal selected by a popular 
celebrity and based on a volume Ar- 
mour item. In April the celebrity is 
W. C. Fields, who will appear during 
that month in Paramount’s produc- 
tion, “Mississippi.” The plan is 
geared to enable display of a group of 
related items from various depart- 
ments, instead of just one item, and 
to sell in one department items from 
these others; to bring in new cus- 
tomers and increase sales per cus- 
tomer; and to push high-profit spe 
cialties. 

The page copy in April magazines 
contains Fields’ invitation to enjoy 
the ham dinner as planned by Marie 
Gifford, Armour’s food economist. It 
pictures a display of the kind dealers 
will feature; the dinner in color and 
Fields mouthing a big hunk of it. 

In introducing the plan to dealers, 
Armour’s plan book presented nine 
pre-tested interior displays and a win- 
dow display for Easter. These not 
only listed the quantity of merchan- 
dise required, but also gave results 
of five and six-day tests. 

All the displays have an Armour 
meal of the month four-color display 

(Continued on Page 32, Col. 2) 


DUCKING A TAX 


Feames meted bs wore hed 


Leos chone Med of de tee rome ct tong — 


Two advertisements of Brown & 

Williamson "roll-your-own" brands 

which appeared in Oklahoma 

dailies following adoption of the 

new state tax of three cents a pack 
on tailor-mades. 


PRICE - CUTTING 
CALLED MENACE 
TO DISTILLERS 


Greenlee Speaker at Chicago 
Liquor Show 


Chicago, March 14.—Nationally 
advertised brands of whisky will be 
swept off the market by a wave of 
dealer resentment unless price-cut- 
ting is curbed, Walter Greenlee, 
advertising manager of Schenley 
Products Corporation, New York, 
told the second annual National 
Wine & Liquor Show and Conven- 
tion at the Stevens Hotel today. 

The address of Mr. Greenlee, 
which featured a marketing session 
of the show, sponsored by the 
League of Distilled Spirit Rectifiers, 
was discussed by Irving Tuteur, 
vice-president, McJunkin Advertis- 
ing Company, Chicago. Mr. Tuteur 
endorsed Mr. Greenlee’s views in 
almost every detail. 


Baird Tells of Dissension 


The war between distillers and 
rectifiers, otherwise known as blend- 
ers, was emphasized by Col. William 
J. Baird, Baird-Daniels Company, 
New York, in a fiery address. Dis- 
tillers, he asserted, are making a 
concerted effort to take over the 
functions once performed exclusively 
by rectifiers and he charged that 

(Continued on Page 33, Col. 3) 


Three Units of Shell 
Cooperate in National 


Magazine, RadioEffort 


St. Louis, Mo., March 15.—Making 
national mediums available for the 
first time, three Shell oil companies 
have begun the first coordinated ad- 
vertising campaign in their history. 
While each company maintains its 
own advertising department and 
agency, each will tell the same story 
under the new plan. 

The Shell-Eastern Petroleum Prod- 
ucts, Shell Oil Company and Shell 
Petroleum Corporation, each serving 
a different part of the country, joined 
forces in what is probably the most 
significant development in the pe- 
troleum industry within the past sev- 
eral years. 

With double spreads in national 
magazines the Super Shell copy an- 
nounces “the first truly balanced 
gasoline,’ and is built around the 
theme that the motorist does 80 per 
cent of his driving within 25 miles 
of his doorstep. 

Among the magazines being used 
are Collier’s, The Saturday Evening 
Post and Time. A radio campaign 
starring Al Jolson and a big name 
orchestra (tentatively Georgie Stoll’s) 
will be broadcast throughout the en- 
tire country over the major outlets 
of the National Broadcasting Com- 
pany in a one-hour weekly program, 
beginning in April. 

Far from entailing any diminished 
volume of newspaper advertising, the 
national campaign originating here 
will supplement an even greater trio 
of sectional campaigns, it is reported. 


Use Saving Theme 


The basic theme of the advertising 
is that of an intensive campaign for 
the Shell Oil Company conducted on 
the Pacific coast, starting in the 
fall of 1934. This campaign, which 
stressed the “save up to a cupful of 
gasoline” theme, is carried out in the 
national advertising for the new pro- 
gram. Under the caption “You do 
80 per cent of your driving within 25 
miles of your doorstep,” the copy 
states: 

“Constant starting, stopping and 
accelerating waste your money if 
your gasoline doesn’t have these 
three different kinds of power. The 
average car today is continually 
dashing back and forth within a few 
miles of home or office . . . going to 
the store, school, movies, club. . . 
and making business calls! 


Last Minute News Flashes 


Donahue Resigns as 


Chicago, March 15.—William E. 
vertising manager of the Chicago Tribune. 
he held for more than six years was due to prolonged illness. 


“Tribune” Ad Chief 

Donahue resigned yesterday as ad- 
His retirement from the post 
Chesser 


M. Campbell, assistant advertising manager for the last three years, has 


been named as his successor. 


J. S. Coffin, Basford Chairman, Dies 


Miami Beach, Fla., March 15.—Joel S. Coffin, 74, of Englewood, N. J., 


is dead here. 


Mr. Coffin was chairman of the G. M. Basford Company, 


Lima Locomotive Works, Inc., Franklin Railway Supply Company, Ameri- 
can Arch Company, Superheater Company and a director of other large 
organizations in the railway and industrial fields. 


National Copper Paint Company Names Agency 


Chicago, March 15.—National 


Copper Paint Company, Chicago, 


which has perfected a process of using copper in pigments, has appointed 
Van Hecker-MacLeod, Inc., as its advertising agency. William R. Rosen- 
gren, former assistant business manager of Photoplay, has joined the 


agency as account executive. 


“It’s starting . .. stopping... 
warming up—time after time! 

“This calls for three kinds of 
power in your gasoline . . . power 
for quick starting, power for accel- 
eration, power for steady runs! 

“Unless these three types of power 
are present—and in perfect balance 
—your short runs can waste many 
dollars of your money! 

“Super-Shell is the first gasoline to 
have these three kinds of power—in 
perfect balance! 

“That’s why Super-Shell cuts your 
driving costs in three ways!” 


Full-Hour Program Planned 


The text goes on to describe how 
the motorist saves “up to a cupful” 
on every cold start, in ten minutes 
of hard pulling and in one hour of 
steady running. The accompanying 
illustration neatly combines a worm’s 
eye view of a motorist’s suburban 
home dominating a bird’s eye view 
of the many short runs made dur- 
ing the course of the day. Graphic- 
ally portrayed, these various hops 
include the railroad station, office, 
bank, school, church, friend, club, 
store, city hall as well as a Shell 
service station. 

The technique to be employed in 
the radio program will follow the 
pattern developed in the Shell Show 
on the Pacific coast. The program 
will be broadcast Saturday nights for 
Eastern networks and rebroadcast 
with the same cast at the customary 
Shell Show Hour starring Chic 
Sale, over the Pacific coast NBC net- 
work, because at present a full hour 
is not available for a national broad- 
cast. 

Plans as to the fate of the talent 
in the present Shell show have not 
yet been formulated. The Jolson 
broadcast will originate in the Holly- 
wood studios of NBC while the 
“mammy” star is engaged in making 
movies and from the East at other 
times. 

The new development is the result 
of several years’ planning and delib- 
eration on the part of the several 
Shell organizations, as well as the 
executives of the three offices of J. 
Walter Thompson Company, the 
agency in charge of the advertising. 


Regional Campaigns Continue 


The strategy being employed in the 
present campaign, while involving a 
certain amount of centralization in 
activities, will definitely not affect 
the customary regional campaigns. 
For example, on the Pacific coast 
four-color advertisements in The 
American Weekly, back pages in four 
colors in the Associated Newspaper 
Color group, as well as 348 
newspapers (over 100 more than in 
the last major campaign), and an 
extensive use of outdoor posters, are 
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planned. Similar localized promotion 
will be used in the other territories. 
An extensive merchandising pro 
gram has been under way for some 
time selling the advertising to Shell’s 
dealers throughout the entire coun- 
try. This includes a 56-page port- 
folio with bleed photographs in 
15x24-inch spreads, dramatizing the 
campaign. These will go to Shell 
salesmen, supervisors and jobbers, 
for their presentation of the liter- 
ature in 30,000 service stations 
where Super Shell is sold. These will 
cover every station, whether indi- 
vidually or company-owned. 


Acquin Tablet Drive 


Starts; Agency Named 


A newspaper campaign for Acquin 
tablets, made by Oval-Acquin Com- 
pany, St. Louis, has been launched 
in a number of cities throughout the 
Middle West, with radio being used 
in certain cities. 

The company recently placed its 
advertising account with Kelly & 
Stuhiman, Inc., St. Louis advertising 
agency. 


Mayne Agency Moves 
Chas. H. Mayne Company, Los 
Angeles advertising agency, has 
moved to new quarters in the Insur- 
ance Exchange Bldg., 318 W. 9th St. 
The agency’s new telephone number 
is Trinity 5579. 


BUICK LAUNCHES 
BiG TIE-UP WITH 
WARNER FILMS 


Eight Other Advertisers Push 
“Gold Diggers’’ 


New York, March 14.—With the 
opening of Warner Brothers’ “Gold 
Diggers of 1935” here this week, an- 
other prominent national advertiser, 
the Buick Motor Company, starts its 
first extensive tie-up with a motion 
picture producer. 

At the same time, eight other ad- 
vertisers, some using dealer copy in 
newspapers and others magazine 
space, are joining in the promotion 
of picture and products. The method 
reveals the motion picture industry’s 
willingness to unite with other in- 
dustries in joint promotion of busi- 
ness. 

Buick’s movie tie-up is said to be 
the first in which any General Motors 
company has participated. The scope 
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HELPS PUT COCA-COLA IN THE RIGHT SPOT 


=) 


Illustration by Raphael G. Wolff, Inc., Chicago, for Coca-Cola Com- 
any, which is being used in a new campaign designed to increase 
ome consumption of the beverage. D'Arcy Advertising Company, 


St. Louis, is 


the agency. 


of the Warner tie-up goes beyond the 
exhibition of “Gold Diggers,” which is 
just beginning, and will involve other 
outstanding pictures during the year, 


Psst, ... the box office says she can afford some clothes now! 


In lowa there's good box office whether it's advertised musical comedy* or adver- 
tised products. Reasons: A—Potent buying power. B—More than a quarter million 
circulation of The Des Moines Register and Tribune. (40% coverage of all lowa 


families.) C—Lowest mill 


ine rate in lowa. 


*Des Moines is famous for heavy road show receipts. 
(Green Pastures $11,000 “biggest in U. S.” TIME, March 4.) 


with national magazine advertising 
by Buick devoted to each. 

The promotion is on an exchange 
basis throughout. Warner Brothers 
trades a release of the star photo- 
graphs and names for the publicity 
Buick gives their productions at the 
time they are showing in leading 


_| theaters. 


The work in this program is being 
handled by Sidney Davidson under 
the direction of S. Charles Einfeld, 
Warner’s director of advertising and 
publicity, and Campbell-Ewald Com- 
pany for Buick. 


How It Works 


The photographs required in 
Buick’s advertising are taken by 
Warner Brothers at the _ studios. 
Buick’s advertising is then prepared 
in the usual manner, except for co- 
operation with Warner in outlining 
local promotions. 

The Buick spread entitled “Holly- 
wood—Creator of Style — Chooses 
Buick for Its Own,” was the opener 
for the Buick tie-up program. 

The advertisement, in The Satur- 
day Evening Post of Feb. 23, covered 
not only the “Gold Diggers” picture, 
but also also five other Warner pic- 
tures now under production or to be 
made and released between now and 
mid-summer. 

The follow-up advertisements will 
feature Buick’s role in each of the 
subsequent pictures separately. A 
single page advertisement, the first 
of the follow-up copy, broke this week 
in Fortune, Harper’s Bazaar, Liter- 
ary Digest, New Yorker, Spur, Time, 
and Vogue. 

Large window posters, in color and 
resembling the magazine copy, will 
appear in Buick dealers’ windows 
and in theater lobbies. The first 
poster consists of the general copy 
in the Post spread. Others on indi- 
vidual pictures will follow. 

Promotions will be handled sepa- 
rately in the various cities. Mr. 
Davidson and his aides will be pres- 
ent in some of the cities to help in 
the opening tie-ups. It is expected 
that parades will be used rather fre- 
quently. This was done last week 
when the plan was tried in New Or- 
leans. 

Other advertisers tying up with 
“Gold Diggers” are Old Gold, Lux, 
Max Factor, Fern shoes, DuArt hair 
wave, Mojud hosiery, Dick Powell 
shirts and the Masonite Corporation. 

Masonite’s Prestwood was used in 
a big scene in the film, a fact being 


broadcast in Architectural Record 
and Fortune copy. The others use 
newspapers and point of purchase 
display material. 


Two Shopping 
Guides Classed 
As ‘Handbills’ 


Chicago, March 14.—A temporary 
injunction preventing Chicago’s two 
shopping papers from distributing 
their organs except as provided in 
the city ordinance governing hand- 
bills was issued by Judge Harry A. 
Lewis in Superior Court yesterday. 

While the injunction was sought 
and obtained by Carl Hallberg, a 
taxpayer, who alleged that the 
shopping papers constituted a com- 
mon nuisance when thrown on 
porches, newspapers observed pro- 
ceedings with great interest. 

Under the Chicago statute, a hand- 
bill must be handed to an occupant 
of the house or inserted under the 
door. The publishers of the shop- 
ping papers alleged that either of 
these two methods involves pro- 
hibitive expense. 

The papers involved are “Down- 
town Shopping News,” a bulky sheet 
printed in the form of a newspaper, 
and a guide issued by Goldblatt’s 
five department stores. “Downtown 
Shopping News” is financed by loop 
merchants. Its attorney argued that 
this organ is in reality a newspaper, 
since it runs a certain amount of 
news and feature material. 

A bill to define newspapers is 
pending in the Illinois legislature 
and this bill may have a definite 
bearing on the case before it is 
finally decided. 


Tower Magazines 
Listed Incorrectly 


In the tabulation of magazine line- 
age figures which appeared in the 
March 9 issue of ADVERTISING AGE the 
lineage of Tower Magazines, in the 
women’s group field, was indented in 
such a manner that this group ap- 
peared to be part of the Screenland 
Unit. 

This, of course, is not the case. The 
line giving Tower lineage—18,183 for 
March, 1935, and 12,820 for March, 
1934—-should have been flush to the 
left in the same manner as the names 
of other groups whose lineage figures 
were given. 


Four Outdoor 
Groups to Meet 


Outdoor advertising associations of 
four states will hold their annual 
meetings this spring. The Wisconsin 
association will meet March 18-19 at 
the Schroeder Hotel, Milwaukee. The 
Idaho association will convene at 
the Lewis and Clark Hotel, Lewiston, 
March 20. 

The Albert Pike Hotel, Little Rock, 
will be the scene of the meeting 
April 22 of the Arkansas association. 
The Michigan association will meet 
May 23-24 at the Bancroft Hotel, 
Saginaw. 


Clark to A. N. P. A. 


Charles H. Clark has joined the 
staff of the Bureau of Advertising, 
American Newspaper Publishers As- 
sociation, at Chicago. Mr. Clark was 
formerly associated with Libby, Mc- 
Neill & Libby, Chicago; J. P. McKin- 
ney & Son, newspaper representa- 
tives; and the Waukegan, IIl., News- 
Sun, 


Graphite Picks Rickerd 


C. E. Rickerd Advertising Agency, 
Detroit, has been appointed by the 
Detroit Graphite Company to handle 
a country-wide direct mail campaign. 


especially 


Run your sales message where the 
most prospects will see it—in the 
rotogravure picture section, 


} Sun—Buffalo Times—Chicago 
Tribune — Cleveland Plain Dealer — 
Detroit News—New York News—Phila- 
delphia Inquirer — Pittsburgh Press — 
St. Louis Globe-Democrat—W ashington Star 


‘Weekly 


Current Circulation 
5,600,000 families 
16,800,000 readers 
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ADVERTISING AGE 


Thursday night—and these words greet an audience 
of millions. 


Every night—these Radio Stations greet an audience 
of millions. Morning, noon and night—day after day— 
year in, year out—they are welcomed into the family 
circle of these millions. 


But what about rates for premium stations like these? 
High? Ho! Ho! Everybody! They’re not high at all. 
Fact is, figuring cost per listener, they are the most 
inexpensive stations you can buy. 


And their time is your time—anything from a 25 word 
announcement to a full hour— plus the time of in- 
telligent, business-like staffs to give you the kind of 
cooperation that adds extra circulation—extra drive— 
to a sales campaign. __ 


All at rates that are extremely low because returns 
are extremely high. 


WSB....... ME so iiastiiit dan 
WFER...... Baltimore ........... 
WBRC...... Birmingham ......... 
*WAAB...... 
*WNAC...._ {Boston batedkutaeen 
WICC. 5 il oe 
New Haven 
WBEN ..... RT, We ok, wana 


WBAP...... Fort Worth........... 
ea iniws BE dasvevdccdaanes 
re I sons do catse on 
Ges aa Hot Springs .......... 
a er 
WFBM..... Indianapolis .......... 
WDAF..... Kansas City........... 
Se 
*KECA..._.. Los Angeles ......... 
WHAS..... , CBS 
WLLH..... Fe apeRere y YN 
WIOD...... | er oer NBC 
WTMJ...... Milwaukee ........... NBC 
WSM....... Nashville ............ NBC 
WSMB..... .New Orleans.......... NBC 
WTAR...... ame. «« nrivcudtcie NBC 
= ; a {Portland RP, tr NBC 
WEAN..... Providence ........... CBS 
Be srtenee DR Fy cos kde. whee NBC 
ree Salt Lake City ........ CBS 
WOAI...... San Antonio.......... NBC 
*KOMO..... | Seattle 4 NBC 
OTR... (oem voce eee ee eee 
ee Shreveport .......... NBC 
. * ibis NBC 
*KGA. \genieeralideamaake to 
WMAS.....Springfield.......... CBS 
WDAE...... MN iki CAR CBS 
+» Te oA ea NBC 
KR wa ee CBS 
ALSO 


THE YANKEE NETWORK 
THE TEXAS QUALITY NETWORK 
THE NORTHWEST TRIANGLE 


*Indicates stations located in same city under 
same management. 


Represented throughout the United States by 


EDWARD PETRY & COMPANY 


INCORPORATED 
NEW YORE ° DETROIT 
CHICAGO + SAN FRANCISCO 
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The Age é of Plenly 
ee 


“How old is a 


DIRECTORY?” 


aie is not exclusively a 
characteristic of youth. Certainly the men who 
run the nation’s larger businesses are lively in 
mind and body, but they average over 40, 
nearing the apex of the age of plenty. (98% 
of the Directors of 26 of America’s leading 


corporations are well over this figure.) 


* *« * 


HESE facts are important to the busi- 

nesses which come under the general 
heading of ‘Quality Advertisers.”” Many already 
know them—but it is good to realize specifi- 
cally how important it is to select mediums 
which are edited for men and women of ma- 
turity, i.e., age 40. For they are the people who 
Can Buy What'They Want When They Want It! 


The Quality Group comprises 225,000 First 
Family Homes—a large slice of the entire 
““Age-of-Plenty” market. 


32.7% of them state: “We do not subscribe to, 


or even read, the so-called ‘Mass’ magazines.” 


oS 
hg 


THE QUALITY GROUP 


Hampers Magazine - Scribners Magazine 
Current History Forum Magazine 
597 FIFTH AVE ‘NEW YORK 


61% of Jobbers in 6 
Cities Find Business 
Better, Study Reveals 


Wholesalers Increase Stocks, But Dealers Still 
Buy from Hand to Mouth 


New York, March 14.—Chicago and 
Atlanta have tied for first place in 
an encouraging report on business 
conditions in six major markets and 
jobbing centers completed for ADVER- 
TISING AGE this week by Ross-Federal 
Service, Inc. 

The research organization, carry- 
ing out the first of a series of projects 
sponsored by ADVERTISING AGE and 
directed by a committee of promi- 
nent advertising executives, inter- 
viewed 246 leading jobbers in six 
mercantile fields during the past ten 
days. 

The lines of inquiry followed can 
be summarized under four headings: 
a study of business conditions and 
trends of business conditions, a study 
of trade successes and the merchan- 
dising factors involved, a study of 
factors which wholesalers consider 
important in taking on new products, 
and a study of the trend in sales 
volume represented by nationally ad- 
vertised and private brands. A re- 
port on the data gathered under the 
first heading is presented herewith, 
and findings relative to other phases 
of the project will be published in 
following issues. 

Wholesale outlets investigated 
were classified under foods, tobacco, 
drugs, paint and varnish, electrical 
equipment, and plumbing and build- 
ing supplies. The information sought 
was obtained and verified through 
direct calls by Ross-Federal field 
men on a pre-selected list which 
included only the largest houses. 


Plumbing Shows Best Increase 


All types of outlets in Chicago and 
Atlanta which reported that their 
level of business activity had im- 
proved over that of a year ago gave 
percentages which average 19. The 
average increase reported by Minne- 
apolis jobbers was 16.5 per cent; San 
Francisco, 16; New York, 14; and 
St. Louis, 8.6. 

The greatest improvement was 
registered in the plumbing and build- 
ing supply field with an average in- 
crease of 21 per cent, the determina- 
tion of the average, as in the fore 
going instance, including only those 
jobbers reporting an improvement. 
The figure for paint and varnish was 
15.9 per cent; drugs, 14.8; electric 
equipment, 14.6; food, 14; and to- 
bacco, 11.5. 

Business was least spotty in San 
Francisco, according to the follow- 
ing breakdown: showing the number 
in all classifications interviewed in 
the first column, the number report- 
ing an improvement in the second 
column, the number reporting worse 
business in the third and the num- 
ber indicating no change in the 
fourth: 


New York ... 76 50 6 20 
Chicago ...... 48 22 5 21 
San Francisco 46 36 3 7 
St. Louis ..... 34 14 2 8 
Minneapolis .. 24 11 ; . 


pa 28 a 


246 150 21 75 


An improvement was reported by 
60.98 per cent; a decline in volume 
by 8.54; and no change by 30.48, ac- 
cording to this numerical breakdown. 


Stocks Still Small 


The improvement in business con- 
ditions has had little effect as yet 
in inducing retailers to carry larger 
stocks, the jobbers said, extraneous 
comment indicating that the habit of 
hand-to-mouth buying formed during 
the past five years would persist for 
some time. For the six-city total, 
39.46 per cent of the wholesalers 
stated that the tendency is for re- 
tailers to carry more complete lines, 
while 60.54 reported a tendency to 
carry smaller, incomplete lines. 

The tendency toward larger stocks 
on retail shelves is most apparent 
in the food field, further analysis of 


answers to this question reveals. In 
this field 60.53 per cent of the job- 
bers reported a retail trend toward 
larger stocks, followed by paint and 
varnish, 52.78; electric equipment, 
46.15; tobacco, 35.29; drugs, 25.64; 
and plumbing and building supplies, 
16.22. 

The same question asked the 
wholesalers with respect to their own 
business elicited a different answer, 
an analysis of which indicates defi- 
nitely that wholesalers are carrying 
larger stocks now than a year ago. 
The following six-city breakdown 
shows in the first column the num- 
ber of jobbers answering the ques- 
tion, in the second column the num- 
ber stating they are carrying larger 
stocks, in the third the number 
carrying smaller stocks and in the 
fourth those reporting no change. 


i “cleos ésenaee 44 28 1 15 
Tobacco 39 17 2 20 
ear e 40 19 4 17 
Paint, Varnish.. 40 21 2 17 
Electric Equip- 

MORE 2icee 42 20 4 18 


Plumbing ‘and 
Building Sup- 
WEE cance’ 41 1l 9 21 


Wholesalers Enlarge Stocks 


An analysis of the replies by cities 
shows that 66.67 per cent of the St. 
Louis jobbers interviewed claim to 
be carrying larger stocks now than 
a year ago, while 12.5 say their 
stocks are smaller and the remainder 
indicate no change. The percentages 
for the other cities are: Atlanta, 
53.57 and 14.28; San Francisco, 47.82 
and 8.70; New York, 47.37 and 5.26; 
Minneapolis, 45.83 and 4.17; Chicago, 
33.34 and 12.50. 

The six-city average increase in 
size of wholesale stocks of those job- 
bers who reported an increase was 
ten per cent in the food classifica- 
tion; eight per cent for tobacco; 7.9 
per cent for electric equipment; 
seven per cent for paint and varnish; 
seven per cent for plumbing and 
building supplies; and six per cent 
for drugs. 

The city breakdown for a grouping 
of all lines showed that St. Louis 
jobbers reporting larger stocks in- 
dicated an average increase of 11 
per cent. Atlanta jobbers were next 
with 10.6 per cent, followed by San 
Francisco, 8.5; Minneapolis, 8.3; New 
York, 7.7; and Chicago, 3.0. 


Wallace to WHO 


Ross Wallace, formerly of the ad- 
vertising sales department of Wal- 
lace’s Farmer, Des Moines, has joined 
the commercial department of sta- 
tion WHO, Des Moines. 


SENTIMENTAL TOUCH 


DERE LADIES Pret 
My MOTHER 
USED TO GET 
AWFULL CRANKY ON 
WASHDAYS BE(AWSE SHE 
COULD NOT GET THE 
CLOTHES WHITE» ALGO SHE 
Got AWAULL TIRED. 


Now SHE-LSES RIO 


MD GETS THE 
3H crotues wyite 
AS"Svow WHiTE! 
a IN TAE FAIRY 
whe TALES 


Gt water 

them last 2 of 3 cimes longer—because they re not 
scrubbed chreadbare. , er 
Recommended by makers 


of 34 famous washers } 
oa and |} 


A child's handwriting and picture 
lend a new touch to current news- 
paper copy for Rinso. 


Chevalier Sees Period 
of Rebuilding Ahead 


Col. Willard Chevalier, vice-presi- 
dent of the McGraw-Hill Publishing 
Company, was the principal speaker 
at the monthly meeting of the Tech- 
nical Publicity Association of New 
York Monday, March 11. He declared 
that a period of rebuilding is defi- 
nitely in sight ahead, and that the 
intelligent advertiser will now plan 
his advertising not only for the pur- 
pose of getting his share of im- 
mediate business, but for future 
business, predicting that the big suc- 
cesses of a few years hence will be 
those who were laying their founda- 
tions at this time. 


W-L Gets Health Ray 


and Nuachar Accounts 


The Industrial Chemical Sales 
Company, Inc., New York, a unit of 
the West Virginia Pulp and Paper 
Company, has appointed the White- 
Lowell Company, Inc., New York 
agency, to conduct an advertising 
campaign on Nuchar, a new drug 
store specialty. Initial plans call 
for newspaper advertising in major 
cities. 

Health Ray Mfg. Company, New 
York, maker of specialty and elec- 
trical appliances, has also appointed 
the agency to handle its advertising. 


Gronseth to Chilton 


Hal Gronseth, formerly a member 
of the Detroit staff of Wall Street 
Journal, has joined The Chilton Com- 
pany, as representative of Automo- 
bile Trade Journal, Automotive 
Industries, and Commercial Car 
Journal. 


June 1936. 


CORRECTION 


ON RATE PROTECTION DATE 


The Macfadden Women’s Group advertise- 
ment in last week’s issue of Advertising Age 
outlining the substantial growth of Macfadden 
Women’s Group circulation from 1,438,579 to 
1,602,554 during the last six months of 1934, 
(**the only group”’ to show a gain) announced 
that rate protection on the basis of the old 
guarantee would be offered through July 1936. 


This is an error. Protection on orders placed 
before March 18, 1935, will extend only thru 


Macfadden Women’s Group 
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ADVERTISING AGE 


Follow 
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The SOCIAL REGISTER 


of 
AMERICAN BUSINESS 


A partial list of Imp Ad 


in The American Weekly 


during 1933, 1934 and 1935 


AC Spark Plug Co. 
Affliated Products 
Edna Wallace Hopper 
Louis Philippe 
veet 
American Chicle Co. 
American Kitchen Products Co. 
American Safety Razor Corp. 
Armstron; Cork Co, 
Babbitt, Inc., B. T. 
Bauer & Black 
Beech-Nut Packing Corp. 
Borden Co., The 
Bourjois Sales Corp. 
Bristol-Myers Co. 
ana Tooth Paste 
Mum 
Brown & Williamson Corp. 
California Fruit Growers Exchange 
Campana Sales Co. 
Carter's Ink Co. 
Champion Spark Plug Co. 
Chatham Mfg. Co. 
Chesebrough Mfg. Co., Cons’d 
Chieftain Mfg. Co., The 
Chrysler Corporation 
ge Bros. 
Plymouth 
Clorox Chemical Co. 
Coca-Cola Co. 
Cepesoreiasioe Pete Co. 
‘ashmere Bouquet 
Dental Cream 
Palmolive Soap 
Conklin Pen Co. 
Corn Products Refining Co. 
Cream of Wheat Corporation 
Crosley Radio Corp., The 
Dennison Mfg. Co. 
du Pontde Nemours&Co.,Inc.,E.1. 
Eastman Kodak Co. 
Endicott Johnson Corp., The 
Ethyl Gasoline Corp. 
Eugene, Led. 
Fitch Co., F. W. 
Ford Motor Company 
Frederics, Inc., E: 
General Electric Co. 
General Foods Corp. 
Bran Cereals 
Calumet Baking Powder 
La France 
Log Cabin Syrup 
Post Toasties 
General Mills, Inc. 


poaniek 
Gold Medal Flour 
General Motors Corp. 
Buick Motor Co. 
Chevrolet Motor Co. 
Fisher Body Corp. 
Oldsmobile 
Pontiac 
Gillette Safety Razor Co. 
Glycerine Producers’ Ass’n 
id Dust Corporation 
Goldman, Mary T. 
Goodyear Tire & Rubber Co., Inc. 
Hubinger Co., The 
Hudnut, Richard 
Hump Hairpin Mfg. Co., The 
Hen Co., Walter 


ergens Co., rew 

lohn Hancock Mutual Life 
Insurance Co. 

ohnson & Johnson 

Johnston Co., Robert A. 

Kaufmann Bros. & Bondy, Inc. 

Kelvinator Corporation 

Knox Gelatine Co. 

Kolynos Co., The 

Kondon Mfg. Co. 


4 


Kops Bros. 
Kotex Compan: 
Kraft-Phenix Cheese Corp. 
Lambert, Inc., Marion 
Lambert Pharmacal Co. 
Lamont, Corliss & Company. 
Pond’s Face Creams 
Pond’s Face Powder 
Lea & Perrins, Inc. 
Leeming & Co., Inc., Thos. 
Lever Bros. Co. 
Lifebuoy 


ux 
Lux Toilet Soap 
Rinso 
Libbey-Owens-Ford Glass Co. 
Lipton, Inc., Thomas J. 
Lorillard Co., Inc., P. 
Maiden Form Brassiere Co., Inc. 
Metropolitan Life Insurance Co. 
Model Brassiere Co. 
Modess Corporation, The 
Nash Motors Co. 
National Biscuit Co. 
National Dairy Products Corp. 
National Radio Institute 
Norwich Pharmacal Co., The 
Old Dutch Cleanser 
Pabst-ett Corp. 
Pacific Mills 
Park & Tilford 
Parker Pen Co., The 
Penick & Ford, Ltd., Inc. 
Pennzoil Co., The 
Pepsodent Co., The 
Pillsbury Flour Mills Co. 
Pineapple Producers Cooperative 
Ass'n, Led. 
Planters Nut & Chocolate Co. 
Premier-Pabst Corp. 
Procter & Gamble Co., The 


Camay 


Ivory So 
Oxydol 


Pro-phy-lac-tic Brush Co. 
ee Oats Company, The 
eynolds Tobacco Co., R. J. 

Royal Lace Paper Works, Inc. 

ley Products Co. 

Schick bry Shaver, Inc. 

ros., Inc. 
Scholl Mfg. Compa 
Sears, Roebuck and bo. 
Seminole Paper Corp. 

Sheaffer Pen Co., W. A. 

Simmons Company. 

Spool Cotton Co., The 

Stanco, Inc. 

Standard Brands Inc. 
Chase & Sanborn’s Coffee 
Fleischmann’s Yeast 
Royal Baking Powder 
Royal Gelatin 
Tender Leaf Tea 

Standard Oil Co., The 

Sta-Rite Hair Pin Co. 

Stein & Co., A. 

Sterling Products Co. 

Bayer Aspirin 
Phillips Milk of Magnesia 

Three-in-One Oil Co. 

Union Oil Co. of California 

United States Rubber Co. 

Vanity Fair Silk Mills 
ander Co., The 

Warner & Co., Wm. R. 

Watkins Co., The R. L. 

Welch Grape Juice Co. 

Western Company 

Whittemore Bros. Corp. 


What $16,000 buys 
in The American Weekly 


A full page ‘in color more than twice the size of 

any other magazine page in the world ... more than 

5,500,000 families at a cost of less than of a cent 

per family... The attention of the entire family 
instead of a single buying factor. 


7 cubes are no longer a novelty to the rich, but seventy- 
five per cent of America’s electrically wired homes still have 
an ice card in the window. 


If you want to know where to sell electrical refrigerators, 
radios, vacuum sweepers, washing machines or any other 
electrical household equipment, follow the man who reads 
the meters. 


For the information of manufacturers, there is one publi- 
cation that concentrates 78% of its circulation in those 439 
richest counties wherein are located 74% of this country’s 
electrically wired homes. That publication is The American 
Weekly—mightiest of all magazines. 


The next largest magazine, with less than half The American 
Weekly’s circulation, finds only 73% of its readers in these 
important counties. 


To SELL in volume, you MUST reach PEOPLE in volume. 
For $16,000 you can buy a great color page in The 


Circulation 
in the World 


American Weekly and put your sales message into more than 
five and one-half million homes located in the richest buying 
areas of the nation. 


At.a cost of less than one-third cent per family you can 
address the greatest possible number of buyers through the 
pages of what is, editorially speaking, the most interesting 
magazine in the world. 


Where this Magazine goes 


The American Weekly is the largest magazine in the world, It is 
distributed through 17 great Hearst Sunday Newspapers. In 597 of 
America’s 995 towns and cities of 10,000 population and over, The 
American Weekly concentrates 67% of its circulation. 

In each of 134 cities, it reaches one out of every two families 

In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 
... and, in addition, more than 1,885,000 families in thousands of 
other communities, large and small, regularly buy and read The 
American Weekly. 


Where can you spend your advertising dollar more effectively? 


“The National Magazine with Local Influence” 
Main Office:.959 Eighth Avenue, New York City 


Branch Offices: Parmouive Bupc., Cuicaco ... § WintHrop Square, Boston ... 753 Bonnie Bras, Los Ancetes... 222 Monapnock Bupo., San Francisco . 
11-250 Generar Morors Bupc., Detroit . . . 1454 Hanna -Bivc., Crevetanp . . . 101 Marietta Sr., ATLANTA . . . 1270 Arcape Bupe., Sr. Louis 
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ADVERTISING AGE 


March 16, 1935 


RADIO CHAINS 
MAINTAIN HIGH 
SALES TOTALS 


New York, March 14.—Radio net- 
work advertising in February came 
within shooting distance of the 
record-smashing time sales total 
achieved in January, according to 
National Advertising Records. Total 
time sales during the month of NBC 
and CBS were $4,411,936. 

In only three months of network 


history has this total been surpassed. 
January set an all-time record for 
network sales during one month, 
with a total of $4,645,577. The other 
peaks were in October, 1934, when 
the total was $4,528,032, and in De- 
cember, 1934, when the total reached 
$4,450,523. 


Sterling Tops List 


National Broadcasting Company’s 
share of the February total was 
$2,757,475. Columbia Broadcasting 
System's share of the total was $1,- 
654,461. 

The largest user of network time 
during February was Sterling Prod- 
ucts, which spent a total of $158,677, 
divided as follows: Bayer Chemical 
Company, $39,260; Centaur Com- 
pany, $32,057; Chas. H. Phillips 


Chemical Company, $51,672; Dr. 
Lyons tooth powder, $18,136; Cali- 
fornia Syrup of Figs, $17,552. 

The runner-up was Standard 
Brands, Inc., which spent $157,508, 
divided into Chase & Sanborn coffee, 
$48,940; Fleischmann’s yeast for 
baking, $26,908; Fleischmann’s yeast 
for health, $49,780; Royal gelatin, 
$31,880. 

Third place was taken by Procter 
& Gamble Company, which spent 
$157,358, divided as follows: Camay, 
25,728; Crisco, $33,512; Dreft, $6,- 
438; Ivory soap, $46,580; and Oxydol, 
$45,100. 

With expenditures of $133,740, 
Ford Motor Company was in fourth 
place, while fifth place went to Col- 
gate-Palmolive-Peet Company, which 
spent $131,095, divided into dental 


cream, $34,172; Palmolive soap, $57,- 
120; and Super Suds, $39,803. 

Sixth place went to Liggett & 
Myers Tobacco Company, with an 
expenditure of $121,670. Next in line 
was General Foods Corporation, 
which spent a total of $121,456 dur- 
ing the month, divided as follows: 
cooking school, $11,520; Grape-Nuts, 
$7,351; Jell-O, $31,968; Log Cabin 
syrup, $18,456; Maxwell House cof- 
fee, $52,161. 

Other large users of network time 
during February were Wm. Wrigley, 
Jr., Company, $92,844; Lady Esther 
Company, $82,164; Lambert Phar- 
macal Company, $83,602; Pepsodent 
Company, $79,466; R. J. Reynolds 
Tobacco Company, $77,400; Wasey 
Products, Inc., $78,500, of which 
$36,268 was used for Barbasol and 


HUMOR FOR CHEVY 


“Hey, Paul, didn’t you know 
you could get a ’35 Standard 
Chevrolet Coupe delivered 
complete for only $648?” 


steadily on Jacksonville. 


month last year. 
e 


February post office 


ruary, 1934. 
e 


February, 1934. 


STRAWS 


Which show that the zephyrs 
of prosperity are blowing 


Bank clearings for February, 
25 per cent ahead of the same 


ceipts, 27 per cent above Feb- 


Private building permits, 
11.4 per cent greater than in 


New York 


Tellitin 


The TIMES-UNION 
and 


circulation in nearly every populous and prosperous com- 


by traceable results in towns 50, 100 or 200 or more 


re- 


Times-Union or to regular Times-Union advertisers. 


ville and its trading territory. 


munity in Florida. 


you Sellit 


ToFLORIDA 


Unusual for a newspaper to dominate a whole state. 
But the Florida Times-Union does it! 
First and foremost, with intensive coverage of Jackson- 
market and a large slice of the state itself. Secondarily, with 
a highly influential and selective, if less intensive, flood of 
New Times-Union advertisers are constantly surprised 


miles away from Jacksonville. But this is no surprise to the 


ago we and they discovered that if you tell it in the 


This is Florida's largest single 


Long 


Times-Union, you sell it to Florida. 


The Florida Cimes-AUnion 


LARGEST CIRCULATION IN JACKSONVILLE 


Daily — rLoriDa’s LARGEST NEWSPAPER 5 


Represented Nationally by REYNOLDS-FITZGERALD, Inc. 


Chicago 


Detroit San Francisco 


GARNER & GRANT, Atlanta, Georgia 


Los Angeles 


In the Houston territory a series of 

small-space, humorous newspaper 

advertisements like this are point- 
ing the Chevrolet fan 


Bost, with $42,232 for Zemo, Kreml, 
etc.; Campbell Soup Company, $64,- 
160; Andrew Jergens Company, $75,- 
244, of which $17,048 was for Jergen’s 
lotion, and $58,196 for Woodbury’s 
soap and cosmetics. 


Transfer Miller ; Other 
McGraw-Hill Changes 


Several recent personnel changes 
have been made by McGraw-Hill Pub- 
lishing Company, New York, among 
them the transfer to New York of 
Donald H. Miller, formerly on the 
advertising sales staff of Electrical 
Merchandising, Radio Retailing and 
Electronics in Chicago, and the re- 
turn of Edward Laing, for the past 
eight years in the agency and manu- 
facturing fields, as sales promotion 
manager of these three publications. 

Clarence Morton has joined the 
sales staff of Power to represent it in 
New England, and Albert Bartsch, 
formerly general sales manager of 
Bosch Company of Springfield and 
in charge of the service parts sales 
division of the B-O-P sales division 
of General Motors, has joined the 
sales staff of the transportation pub- 
lications in the central district, with 
Cleveland headquarters. 


To Promote Tool Show 


The National Machine Tool Build- 
ers’ Association, Cleveland, has ap- 
pointed Roberts Everett Associates, 
Inc., to handle advertising and pub- 
licity for the Machine Tool Show to 
be held in Cleveland in September. 
Industrial and business publications 
will be used in a campaign to start 
about June 1. 


Names Knighton 


J. M. Knighton has been made 
manager of the air conditioning sales 
department of Kelvinator Corpora- 
tion, Detroit. 


®Balmy weather and 
things to do make Spring 
the ideal vacation time 
here. 


®Golf on two famous 
courses adjacent to the 
Hotel. Excellent stables 
and miles of rambling 
bridle paths. Indoor salt 

Trap shoot- 
"Old Virginia" 


® Easily accessible by 
motor, train or boat. 
Booklet upon request. 


N. Y. Booking Office 
500 Fifth Avenue 
Lackawanna 4-711! 


Sidney Banks, Mng. Dir. 


HOTEL 
VIRGINIA BEACH 
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N 1934, oil lease rentals, bonuses and royalties brought Oklahoma and North 
Texas farmers an income of $112,639,592. During the past eight years the aver- 
age annual income from these same sources has been $115,662,682. 


This crop requires no sowing and no cultivating. It depends neither upon 
rain or sun. It does not interfere with the orderly production of crops and live- 
stock above it. Yet it provides an extra income to the farmers of Oklahoma and 
North Texas that enables them to satisfy both their needs and their desires even 
in the leaner crop years. 


Th FARMER-STOCKMAN 
Oklahoma City, Oklahoma 
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Advertising’s 
Value Is Issue 
In “Soap Suit”’ 


South Bend, Ind., March 13.—‘‘No 
amount of advertising will sell an 
inferior product in the face of keen 
competition;” and “great soap com- 
panies do not expend vast sums of 
money in advertising a product 
unless the product is of such excel- 
lence as to make it worth while.” 

These statements from the briefs 
filed last week in the U. S. district 
court here by Colgate-Palmolive-Peet 
and Procter & Gamble, may be 
taken as the keynote of their formal 
answer to the claims of Lever 
Brothers, made in the patent in- 
fringement suit argued last Novem- 
ber, that the success of Rinso in 
the market was not due to its being 
an imitation of Super Suds, but to 
the fact that Lever Brothers had 
spent over $6,000,000 in placing it 
before American buyers. 

“Prior to the Lamont patent,” the 
briefs assert, “the world did not 
have any such product or anything 
like it at all. Since Lamont, the 
world has this new product, and its 
utility and novelty is most strongly 
indicated by the manner in which 
it was taken up and commercialized. 


“The figures of production by 
plaintiffs and defendant show that 
over 300,000,000 packages of the 
product for which Lamont was fully 
responsible were sold to the Ameri- 
can public in 1930. The defense has 
sought to make a point of the great 
sums spent in advertising as if this 
in some way shows that the public 
was sold on the new product not 
through its excellence but through 
the publicity given it.” 

The filing of the present briefs 
will be followed by the offering of 
defense briefs by Lever Brothers; 
and final oral arguments will con- 
clude the case within the next few 
weeks. The millions involved in 
royalties and profits in the suit, and 
the attempt made to prevent the 
manufacture of Rinso by the methods 
now used by Lever Brothers, have 
made the “soap suit” one of the 
outstanding patent trials of recent 
years. 

The details of testimony, given in 
the Nov. 10 and Nov. 17, 1934, issues 
of ADVERTISING AGE, are reviewed in 
the briefs. The fact is emphasized 
that the Colgate and Procter & 
Gamble interests do not claim under 
the Lamont patent a monopoly of 
the package soap field; but that they 
do claim, and hope to establish their 
monopoly to the control of products 
that resemble Super Suds, Ivory 
Snow, Chipso Granules, and a num- 
ber of similar products. 


Advertising Is 
Cleaning House, 
Publisher Says 


(Picture on Page 35) 

Kansas City, Mo., March 11.—-Ad- 
vertising is rapidly putting its house 
in order and will be able to present 
its case to the public without 
apology, asserted G. D. Crain, Jr., 
publisher of ApverTisiNG AGE, in 
addressing the Kansas City Adver- 
tising Club at the Hotel Baltimore 
today. 

In discussing “Advertising and the 
Public,” the speaker suggested that 
the attacks on advertising presented 
through books, legislative proposals 
and similar activities can best be 
met by effective self-regulation. 
Much has already been done through 
better business bureaus and other 
voluntary efforts by advertising it- 
self, as well as through present laws. 

In addition, he emphasized the 
possibility for self-regulation under 
laws which may be enacted at this 
session of Congress covering the 
food, drug and cosmetics industries, 
as the Copeland bill and similar 
measures contain provisions for self- 
regulation. Advertising, he _ said, 
should take advantage of the oppor- 
tunity thus afforded to set up its 


Xtengion (Dagazine 


Advertising Headquarters 


360 N. Michigan Avenue 
Chicago 


March 12, 1935 


Advertising Age 
537 So. Dearborn St. 


Chicago, 


Illinois 


Gentlemen: 


Have just looked over the current issue of Adver- 


tising Age. 


Was particularly interested in the 


article captioned, "CG. E. Ready For Boom-In Air- 


Conditioning Field." 


Thanks for mentioning the 


fect that the air-conditioning department of the 
General "lectric Company is using Fxtension to 


cover the Catholic institutional field. 


You'll 


find their ead on the back cover of the April Ex- 


tension. 


In the morning mail comes a renewal of the Insur- 


ence Compeny of North America sdvertising. 


Last 


year they used twelve half pages and the new con- 
tract cells for twelve full pages. 
nicest way they could have said, "Well, Extension, 
you did a good job last year." 


Thet's the 


Hope that some advertising or sales manager's eye 
lights on this and sends for me P. D. Q. to find 
out all ebout Extension's merchandising service 
and what we are doing to help our advertisers 
cash in on that great Cetholic home and institu- 
tional market. 


Yours very truly, 


EXTENSION MAGAZINE 


° ekeley, 
Director of advertising 


TALKS TO COPY CUB 


“Wouldn't it couse « let of commotion 


by the freslest housewife without tbe ag 
of hatchet, hammer or cold chisel?” 


COPY CUB: Don’t you ever read this publication? 
© Oey bet yous wile sncerrupted your predamner 
dm owrred thet hatter hameney AND cotd chemi husbands would repeet truer fer you / pow wand 


ee ol thee fey oapee tape 
1 vow eet sample prices amd a ler mort water 


the euggreen puet wre ALAM SAL 
Why net att reght dows te your typewnter, ham COMPANY, New Kemsingen, Pa 2 


owen name GD we vm ee 


4€CO SEALS AND SEALING MACHINES 


ew 


Copy Cub, "Advertising Age's” 

star columnist, gets the answer to 

one of his recent rhetorical ques- 

tions in this Aluminum Seal copy 

in the current issue of "Food Field 

Reporter," which is addressed di- 
rectly to the Cub. 


own machinery for regulation and 
avoid the hampering effect of bu- 
reaucratic supervision of advertising 
details. 

Education of the public should be 
one of the prime objectives of adver- 
tising clubs, he suggested, and with 
the advertising field prepared to con- 
trol the objectionable five per cent 
of advertising copy which is respon- 
sible for most of the attacks, na- 
tional and local advertising associa- 
tions can do a constructive job in 
presenting the benefits of advertis- 
ing to the public. 

A round-table discussion of ‘“Ad- 
vertising and the Consumer” was 
presented tonight in a _ broadcast 
over Station KMBC by Mr. Crain, 
Karl Koerper, president of the Kan- 
sas City Advertising Club, and Clif- 
ford Ball, advertising manager of 
the Skelly Oil Company. Arthur M. 
Church, general manager of the sta- 
tion, was the announcer. KMBC has 
been presenting a series of advertis- 
ing talks sponsored by the club. 


Sees Wallace 
Ruler of Food 
Products Copy 


Washington, D. C., March 14.— 
The proposed AAA amendments 
would deliver to the Secretary of 
Agriculture a dictator’s powers to 
regulate the volume of food product 
advertising. 

This was the statement made here 
yesterday before the Senate agricul- 
ture committee by George E. Put- 
nam, Chicago economist and repre- 
sentative of the Institute of Ameri- 
can Meat Packers. 

“The secretary could employ the 
powers to eliminate competition,” 
Mr. Putnam declared, “and he could 
arbitrarily dictate the amount of ad- 
vertising to be placed annually in 
newspapers by manufacturers, han- 


dlers, and distributors of farm 
products.” 
Mr. Putnam’s statements were 


made at a hearing on the proposed 
amendments to the AAA act which 
would vastly strengthen the pro- 
visions of that law. 


Veslat Appoints 


Shaffer Brennan 

Vestal Chemical Company, St. 
Louis, has appointed Shaffer Brennan 
Advertising Company, St. Louis, to 
handle advertising on Wax-Rite, self- 
polishing floor wax. 

Newspaper copy will be used in a 
pumber of cities during the latter 
part of this month, and throughout 
the months of April and May. Radio 
may also be employed. Ray C. 
Stricker is account executive. 


Sykes Resigns as 
F. C. C. Chairman 


Eugene O. Sykes has resigned as 
chairman of the Federal Communi- 
cations Commission. Anning S. Prall, 
of New York, has been named to suc- 
ceed him. 

Mr. Sykes will continue as a mem- 
ber of the commission. 


Quigley Takes New Post 


Vernon Quigley, formerly with 
Tower Magazines and The Chicagoan, 
has joined the Western sales staff of 
Physical Culture. . 


by no other state. 


Business is good right now in Michigan and The Booth Newspapers 
have reflected this acceleration in increased circulations and lineage 
gains. 
The Booth Newspapers present a profitable market for spring 
advertising. 


Grand Rapids Press 
Saginaw Daily News 
Kalamazoo Gazette 


50 East 42nd St., New York 


Over a Quarter Million Paid Circulation 


Jackson Citizen Patriot 
Bay City Daily Times 


I. A. KLEIN, Inc., Eastern Representative 


BOOTH NEWSPAPERS, Inc. 


Michigan 
Leads In 
Employment Gains 


Thus the headlines portray the 
story of Michigan's substantial 
recovery. 

The automobile industry which 
affects every part of the lower 
peninsula of Michigan, has made 
gains such as have been enjoyed 


Flint Daily Journal 
Muskegon Chronicle 
Ann Arbor Daily News 


J. E, LUTZ, Western Representative 
180 N. Michigan Ave., Chicago 
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When Is Advertising Propaganda? 


In his caustic criticisms of the 
expenditure of stockholders’ money 
for the purpose of influencing public 
sentiment with reference to pend- 
ing legislation affecting holding com- 
panies in the utilities field, President 
Roosevelt has raised an interesting 
question. 

He has taken the position that 
“propaganda” by companies affected 
by proposed legislation which they 
believe would react to their detri- 
ment, and obviously to that of their 
stockholders, is highly improper. 
His view is that the trend of leg- 
islation should not be influenced by 
expressions of this kind, which un- 
doubtedly inspire appeals from stock- 
holders (voters) addressed to their 
representatives in Congress. 

If the president’s point of view is 
accepted, then all business should 
assume that whatever is done by the 
politicians in Washington is right 
and proper, and that no objection 
should be made to any plan proposed 
by the administration, since it should 
be assumed to be acting always not 
only with the best possible motives, 
but with complete knowledge of every 
subject affecting business operation. 

We believe, on the contrary, that 
it is not only the privilege, but the 
duty, of business to inform stock- 
holders and the public of the fallacies 
which are believed to be inherent 
in any legislation affecting their in- 
terests. Not to make public expres- 
sion on a subject of such vital in- 
terest to those whose money is in- 
vested in the companies affected 
would be a complete stultification of 
the policies of management. 

It should be noted that “propa- 


ganda,” horrid word that it is, is 
invariably applied to the other fel- 
low’s promotion. Our own outpour- 
ings on the same subject are of course 
legitimate public expressions, even 
educational contributions to the dis- 
cussion of matters of public inter- 
est. Consequently whatever the cur- 
rent political powers have to say on 
any subject is a statesmanlike dis- 
cussion of principles, but criticisms 
of their programs are nothing more 
nor less than pure propaganda. 

The advertising now being done in 
newspapers by certain telephone com- 
panies which are controlled by the 
American Telephone & Telegraph 
Company will probably be styled 
propaganda by the all-highest in 
Washington, although it is actually 
a very interesting discussion of the 
research and other general services 
of A. T. & T., which enable each 
local company to provide the best 
service at much lower cost than it 
would be possible to do if each had 
to carry on development work inde- 
pendently. No reference is made in 
this advertising to current legisla- 
tion, although anyone can read be- 
tween the lines and see that an ef- 
fort is being made to show that A. T. 
& T. performs a useful service to the 
public and its subsidiaries and stock- 
holders. 

The attacks on holding companies, 
per se, now being made in Washing- 
ton strike us as primarily an attack 
on big business because it is big. Ad- 
vertising is a proper means of dem- 
onstrating to the public the right of 
properly organized and properly man- 
aged companies to continue to exist, 
regardless of their size. 


Let the President Speak 


The greatest name signed to ad- 
vertising today is that of Henry 
Ford. When he talks about the plans 
of the Ford Motor Company, he 
speaks in the first person, direct to 
the millions interested in what his 
great institution has to offer. His 
messages command intense interest, 
and are read with the same atten- 
tion which would be given to similar 
expressions in the news columns, 
where, as a matter of fact, they fre- 
quently appear. 

Advertising messages from Alfred 
P. Sloan, Jr., and Walter Chrysler, 
though they appear less frequently 
than those of Mr. Ford, are likewise 
accorded a measure of interest and 
respect which merely corporate ad- 
vertisements, unsigned personally, 
can seldom attain. 

Other well-known companies are 
realizing the public interest in the 


big personalities who can define their 
policies, and who are qualified to 
speak in their behalf to the public 
which is relied on to supply the de- 
mand which will enable sales vol- 
ume to be maintained. Milton Flor- 
sheim, head of the Florsheim Shoe 
Company, for example, has just 
adopted this plan, and is develop- 
ing a fine quality of intimate con- 
versational copy about the important 
subject of good shoes for men and 
women. 

Business is “on the pan” in so 
many places at present, and adver- 
tising copy carries so many respon- 
sibilities, that a double purpose 
would be served by letting the head 
of the company, provided his name 
means something to the public, speak 
for his institution as frequently as 
possible regarding its policies and 
products. 
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—New York Sun. 


"We're looking for a sponsor." 


Voice of the Advertiser 


English Club Prints 
Advertising Booklet 


To the Editor: It was considered 
that Mr. Leonard Hill’s recent ad- 
dress to the Regent Advertising Club 
on “How to Make Money Out of Ad- 
vertising’’ was of such a nature and 
importance to warrant its issue in a 
permanent form. 

Copies are being sent to all mem- 
bers of the club, free of charge with 
the next issue of “Regent Activities,” 
the club magazine, but a few will be 
available to outside enquirers at 6d 
per copy. 

I hope you will accept the enclosed 
copy with the club’s compliments. 

Puitie W. MATTHEWS, 
Hon. Asst. Secretary, 
The Regent Advertising Club, 
London. 


[Editor’s Note: The address re- 
ferred to, given before the Regent 
Advertising Club at a meeting Jan. 9, 
1935, at the Royal United Service In- 
stitution, Whitehall, has been printed 
in booklet form. Copies may be ob- 
tained from Mr. Matthews at the club 
offices, 19 Buckingham St., Adelphi, 
London, W. C. 2.] 
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Is Surprised at Smith’s 
Comments on Mail Rates 

To the Editor: I was very much 
surprised to read Mr. J. A. Smith’s 
letter in ADVERTISING AGE as his ad- 
vertising campaigns in second class 
publications as well as direct mail to 
selected lists of names have been 
such signal successes. 

As nearly everybody knows, the 
government encouraged the widest 
distribution of educational matter by 
mail at the lowest possible cost. Does 
not Mr. Smith realize that the increase 
of second class postage rates will ne- 
cessitate the increase of his advertis- 
ing rate? Why stop at second class? 


If the Post Office Department was cre-| be 


ated to make money why not increase 
the rates on 3rd and 4th class as well, 
wipe out the deficits in these classes 
and give us back our two-cent postage 
on first class? 

It is not the regular third class 
mail such as Mr. Smith is using that 
has stirred up all this fuss. Neither 
is it only the newspapers that have 
been “hollering.” Thousands of em- 
ployes working for such firms as ad- 
dressing machine, typewriter, ribbon, 
ink, envelopes and other manufactur- 
ers besides addressing firms and mail- 
ers have also been affected and are 
complaining. 

All because the Post Office Depart- 


ment issued Order No. 6338 dated 
Oct. 12, 1934, which permits firms to 
send mail to every Tom, Dick and 
Harry on a letter carrier or rural 
route carrier’s route or post office 
boxholder without the benefit of a 
person’s name and address on the en- 
velope or circular. 

First Uncle Sam forbids private 
carriers to stuff their circulars into 
the mail boxes because he contended 
it hindered the delivery of regular 
mail. Now he proposes to do that 
very thing by having the postman 
stuff our mail boxes with the so-called 
simplified mailing circulars, broad- 
sides, or what have you. 

It would be interesting to know if 
the postman is able to distribute all 
these circulars in one day without 
delaying his first class mail or will it 
require two or three days to do the 
job? Also how come that regular 
third class mail requires approxi- 
mately 2 inch by 6 inch white space 
for name, address and permit indicia 
while the simplified mail has been 
allowed to go out without this pro- 
vision? 

F. W. KuFer, 
Chicago, Ill. 
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Explains the Shine 

To the Editor: That was a mighty 
nice story you gave Grace & Bement 
on Page 28 of your March 9 issue. 
The space devoted to our new organi- 
zation was greatly appreciated. 

May I call your attention to one 
naccuracy in the story, which I think 
is a typographical error? In the 
first sentence Mr. Grace is referred 
to as having been president of Grace 
& Holliday “since its inception in 
1933.” Grace & Holliday was formed 
and Mr. Grace became president of 
that company in 1922. That extra 
11 years of heading up an agency is 
probably responsible for the shine on 
Ted’s pate where the hair ought to 


AusTIN F. BEMENT, 
Vice-President, Grace & Bement, 
Inc., Detroit, Mich. 
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Thanks 


To the Editor: I want to thank you 
very much for the splendid picture 
that your office made during the In- 
land Daily Press Association of my- 
self and Mr. Noyes. Also for your 
good account of the Inland meeting, 
which I am filing with the “archives.” 

VERNE E. Joy, 
Chairman of the Board, 
Inland Daily Press Asso- 

ciation, Centralia, Il. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 721. Poster Advertising. 


A new schedule of markets, cities 
and towns in which Foster & Kleiser 
Company delivers poster advertising 
service, showing population, coverage 
requirements, circulation, prices and 
terms. 


No. 722. Lost & Found. 


Columbia Broadcasting System pre- 
sents the results of a nationwide 
count of radio homes, conducted to 
bring up to date the radio ownership 
data in the 1930 U. S. Census. The 
percentage of U. S. homes owning 
radios is shown by income levels and 
by size of community. 


No. 723. Extra Spending Money. 


The Oklahoma Farmer - Stockman 
explains how the oil industry pro- 
vides $115,000,000 additional revenue 
annually for Oklahoma and North 
Texas farmers. 


No. 724. The Man Market. 


This Popular Mechanics Magazine 
booklet offers statistics on the voca- 
tions of the magazine’s readers, 
length of readership, mail and news- 
stand sales, and results secured by 
advertisers. 


No. 725. Satin-Refold Enamel. 


A new sample book issued by The 
Champion Coated Paper Company 
presents the halftone printing ability 
of Champion Satin-Refold Enamel pa- 
per, and offers suggestions in page 
treatment of photographs and color. 


No. 727. The Way to a Market. 


The shipping industry markets for 
equipment, services, and materials, 
as covered by Traffic World, are pic- 
tured and described in this booklet, 
which also presents statistics on the 
publication’s coverage of its field, 
and the purchasing power of its in- 
dustrial subscribers. 


No. 728. Carolinaland. 


The Charlotte, N. C., Observer pre- 
sents a market analysis of Carolina- 
land, the area extending approxi- 
mately 75 miles in all directions 
from Charlotte. Among subjects cov- 
ered are retail sales by store groups, 
retail and transportation facilities, 
and business improvement data. 


No. 701. Describing a Merchandising 
Service That Builds Sales in Chi- 
cago. 


An interesting brochure explaining 
in detail how Creative Displays, Inc., 
operates in window display installa- 
tion work for national advertisers. 
The various forms and checks on in- 
Sstallers used are included and ex- 
plained. The booklet will give many 
advertisers a new idea of the inside 


workings of a display installation 
service. 


No. 706. Circulation of Household 
Magazine. 


A monograph showing circulation 
distribution of Household Magazine 
and eight other publications, in cities 
and towns over and under 10,000, and 
by geographical areas. 


No. 677. 1984 Distribution of True 
Story Circulation. 


The advertiser should find this 
breakdown informative and valuable. 
Based on total distribution for the 
February, 1934, issue, statistics are 
given for True Story circulation in 
cities and towns alphabetically by 
states, in 93 largest cities, etc. The 
booklet also shows distribution of 
leading women’s magazines by city 
size groups. 


No. 658. Zars and Incomes. 


A study of four radio programs 
made by Columbia Broadcasting Sys- 
tem, with especial attention to what 
percentage of homes in each income 
class was reached by the program. 
The four programs selected were all 
of “higher-than-average” appeal. 
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Hazard Appointed 

The Rankin & Yates Smith Corpo- 
ration, New York, representative in 
this country for Peek Frean & Co., 
Ltd., London, and J. Robertson & 
Sons, Ltd., Paisley, Scotland, has re- 
tained Hazard Advertising Corpora- 
tion, New York, as advertising and 
merchandising counsel. 


Host to Club 


The Washington Star entertained 
the Advertising Club of Washington 
at a luncheon recently. Col. LeRoy 
W. Herron, advertising manager of 
the Star, presided. Guests included 
125 advertising and business men of 
the city. 


Dodge Promotes O'Neill 


William J. O'Neill has been ap- 
pointed general manager of Dodge 
Brothers Corporation, assuming du- 
ties formerly performed by K. T. 
Keller, who remains president of 
Dodge Brothers and vice-president 
and general manager of Chrysler Mo- 
tors. 


“Radio Guide” Appoints 

Radio Guide, Chicago, has ap- 
pointed Van Best and Associates as 
its representatives in Michigan and 
Ohio. Max Miller has joined Van 
Best as an associate and will devote 
his time to promotion of new busi- 
ness for Radio Guide and other cli- 
ents, in the Detroit office. 


SHOE CONTEST 10 
OFFER LIFETIME 
PRIZE TQ WINNER 


Douglas to Use ‘‘Post’’ and 
100 Dailies in Drive 


Brockton, Mass., March 14.—Join- 
ing the ranks of advertisers offer- 
ing contest prizes “good for life,” 
the W. L. Douglas Shoe Company 
will soon launch an extensive cam- 
paign advertising a contest in which 
first prize will be three pairs of 
shoes each year for life, and $1,000 
in cash. 

At least 100 metropolitan news- 
papers will carry copy on the Doug- 
las men’s shoes contest, which will 
be announced to consumers March 
26 in the March 30th issue of 
The Saturday Evening Post. 

The contest will involve writing 
of a statement of 100 words or less 
on the subject, “Why I think Doug- 
las all-leather construction is best.” 
Both customers and dealers will 


Callander, Ont. (Special). Medical 
authorities attending the Dionne Qui 
tuplets at Dafoe Hospital are well pleased 
with the impressive weight gains being 
recorded for the babies. Gains of 2 and 
3 ounces a day are not unusual, 

Libby’s Homogenized vegetables, 
fruits, cereal and soup were selected 
for little Annette, Cecile, Yvonne, Marie Bf 
and Emelie after careful study. It was j 
agreed that these Homogenized foods 
were the idea? supplement for the babies’ 
milk diet because they are more easily 
and completely digestible and provide 
greater nourishment than strained foods. 
They are the most modern safeguard 
against digestive upsets. 

It’s easy for every mother to give her 
baby this same head start in health the 
Dionne Quintuplets are receiving. Get <3 
Libby’s Homogenized Foods for Babies jar 
today at your grocer’s, ms 


QUINTS THRIVE ON HOMOGENIZED FOODS 


"Quints’ gaining weight 


on new Homogenized Foods 


One of the newspaper advertisements currently being used for Libby, 
McNeill & Libby's Homogenized baby foods. The famous Dionne 
quintuplets point the object lesson. 


benefit to the extent of $7,000 in 
cash and merchandise prizes. 
A total of 745 cash and merchan- 


BUT YOU CAN REACH A THOUSAND TIMES 
LARGER CROWD THROUGH WTIC 


Try this experiment on your imagination. 
Think of this photograph hanging on your 
Then imagine it surrounded by 999 
similar pictures—and you can form some 
idea of the tremendous audience you reach 


wall. 


through Station WTIC. A 


1,580,000 in the primary coverage area alone 
(Jansky & Bailey survey figures). 
680,000 more in the secondary coverage 


area. 


Now look at the people in the WTIC Com- 
munities from a quality standpoint. 


THE WTIC COMMUNITIES 


A PROSPEROUS POPULATION IN A 
COMPACT MARKET 


whole. 
population of miles square) 


And 


One 


of program. 


America’s No. 
consistently justifies intensive advertising. 


out of three paid an income tax last year. 
Per capita savings bank deposits are over 
500% greater than for the country as a 
High buying power plus low dis- 
tribution costs (for the area is less than 100 


make the WTIC Communities 
1 test market—a market that 


Station WTIC offers the one way to reach 
‘this entire market at small cost. 
available for the skillful staging of any type 


Talent is 


Full particulars on request. 


HARTFORD : 


NEW YORK OFFICE, 220 EAST 42nd STREET 
CHICAGO OFFICE, 203 N. WABASH AVENUE 


WTIC 


50,000 WATTS 


CONNECTICUT 


The Travelers Broadcasting Service Corporation 
Member New England and NBC-WEAF Networks 


PAUL W. MORENCY, General Mgr. 


JAMES F. CLANCY, Business Mgr. 


J. J. WEED, Manager 
Cc. C. WEED, Manager 


dise prizes will be awarded to cus- 
tomers. Of this total, 685 prizes will 
consist of one pair of Douglas men’s 
shoes. 

The first prize for customers will 
be three pairs of shoes each year 
for life and $1,000 in cash. Second 
prize will consist of one pair of shoes 
each year for life, and $250 in cash, 
and third prize, one pair of shoes 
each year for ten years, and $150 in 
cash. 

Sixty cash prizes ranging from $5 
to $200 have been set aside for Doug- 
las dealers and stores who supply 
contest blanks to the customers win- 
ning the first 60 prizes. 

Through the competition, consumer 
recognition of the Douglas all-leather 
standard will reach a new high level, 
with immediate sales benefits for 
dealers, current Douglas advertising 
to the shoe trade points out. 

To Aid Dealer 

The contest has been designed to 
bring the entrant into contact with 
the dealer at once. The official con- 
test blank must be obtained from a 
Douglas dealer or store. It contains 
a brief history of leather and shoes. 
Window and store displays will tell 
about the prizes. 

While no one is compelled to buy 
a pair of Douglas shoes to enter the 
contest, no one can enter it without 
gaining renewed respect for leather 
and for Douglas shoes, the company 
believes. 

In respect to the Douglas all- 
leather standard, the company foot- 
notes in its trade advertising: “Of 
course we don’t say that Douglas 
rubber heels are leather ... nor do 
we claim that the patented, Beck- 
with box-toe is leather. But we do 
say that Douglas gives you leather 
in every place where leather should 
be.” 

The various contest aids to be 
supplied dealers, plus the fact that 
dealers can tell customers about the 
merits of leather, will be strong 
enough to result in an immediate 
sale of a pair of Douglas shoes, it is 
stated. 

The trade announcement of the 
contest follows on the heels of the 
company’s annual report, which dis- 
closed that the company registered 
a profit of $50,296 in 1934, after all 
charges, including depreciation and 
taxes. 

In the preceding three years, Doug- 
las sustained these losses: $69,128 
in 1933; $1,370,607 in 1932; and 
$383,939 in 1931. 

N. W. Ayer & Son, Inc., handles 
the Douglas account. 


Appoint Ayer 

N. W. Ayer & Son, Inc., Philadel- 
phia, has been appointed to handle 
the advertising of the Western Sav- 
ing Fund Society, Philadelphia, and 
Sherman & Sheppard, Inc., Brooklyn, 
importer and national distributor of 
Fordson tractors. 


Promotes Andrews 


Ralph W. Andrews, associated with 
the copy and production departments 
of The Izzard Company, Seattle ad- 
vertising agency, since 1927, has been 
elected vice-president of the company. 


Leonard Aims at 
Blanket Coverage 
Of Main Markets 


Detroit, Mich., March 14.—Aiming 
for blanket coverage of all metro- 
politan markets with factory con- 
trolled copy, Leonard Refrigerator 
Company has revealed that its 1935 
spring sales campaign will include 
a special newspaper advertising cam- 
paign in from 85 to 100 principal 
cities. 

The initial campaign will consist 
of a complete series of 30 and 40-inch 
advertisements, prepared and placed 
by Brooke, Smith & French, Inc., 
Detroit. Other seasonal campaigns 
will follow. 

“Under this expanded program, 
the factory, distributors and dealers 
all will know exactly what news- 
paper advertising is going to run 
and when and where it will appear,” 
Sam C. Mitchell, advertising man- 
ager, said. 

“Dealers will be shown that this 
plan will enable them to time their 
own advertising and sales promotion 
activities in such a way as to in- 
crease the effectiveness of both their 
local advertising and the national 
campaign,” Mr. Mitchell pointed out. 
“Control of schedules also makes it 
possible to have magazine and news- 
paper advertising telling the same 
story at the same time in keeping 
with the seasons or events.” 

The company believes that this 
plan of giving the dealers extra ad- 
vertising at no extra cost will not 
only benefit them directly, but will 
encourage them in their own indi- 
vidual advertising efforts. Dealers 
will be sent proofs of all national 
newspaper advertising, together with 
dates and other information, and 
will be urged to tie-in with it locally. 

“Dealers in the metropolitan areas 
served by the various newspapers 
will, in addition, be called upon per- 
sonally by merchandising men from 
the papers who will suggest ways 
and means by which dealers can 
derive maximum benefit from this 
campaign,” Mr. Mitchell said. 


Aspinall Appointed 

Joseph Aspinall has joined Albert 
Frank-Guenther Law, Inc., New York 
advertising agency, as an account 
executive. Mr. Aspinall was formerly 
with Atherton & Currier, Inc., and 
Smith, Sturgis & Moore, Inc., New 
York. 


Gronseth to Chilton 


Hal Gronseth, formerly on the De- 
troit staff of Wall Street Journal, has 
joined The Chilton Company as De- 
troit editorial representative of Awto- 
motive Industries, Automobile Trade 
Journal, and Commercial Car Jour- 
nal, 


HOW MUCH IS 28%? 


During 1934, National Sportsman 
and Hunting & Fishing newsstand 
sales alone averaged 161,759— 
28% of total circulation. That 
was more than the entire circula- 
tion of any other outdoor mag- 
azine. 


NATIONAL SPORTSMAN 
HUNTING & FISHING 


Boston New York Detroit 
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Klein Joins Frey; 


Triggs to Direct Copy 


Henry C. Klein, formerly of the 
radio department of J. Walter Thomp- 
son Company, Chicago, and for the 
past two years continuity chief of the 
Western division of the Columbia 
Broadcasting System, has joined the 
Charles Daniel Frey Company, Chi- 
cago agency, as director of radio. 

L. F. Triggs, for seven years di- 
rector of radio for the Frey Company, 
has been appointed director of the 
copy department. Mr. Triggs was 
formerly copy editor on the domestic 
and foreign news desks of the Chi- 
cago Tribune. 


Ford Renews Sunday 


Evening Hour Series 


The Ford Motor Company has re- 
newed its contract for another ex- 
tended series of Ford Sunday Eve- 
ning Hour programs over the Colum- 
bia Broadcasting System. 

The Ford concerts, featuring fa- 
mous guest artists with the Ford sym- 
phony orchestra and chorus directed 
by Victor Kolar, will continue to be 
heard over the nationwide WABC- 
Columbia network every Sunday, 
from 9 to 10 p. m., EST. 


Transfers Buescher 


Edwin A. Buescher, formerly asso- 
ciated with the Philadelphia office of 
The Rapid Electrotype Company, Cin- 
cinnati, has been transferred to the 
Chicago office of the company. 


AYER CONTEST 
GETS UNDER WAY 


Philadelphia, Pa., March 14.—The 
fifth annual exhibition of newspaper 
typography, sponsored by N. W. Ayer 
& Son, Inc., will be based on the 
front pages of papers published on 
March 5 of this year. All daily Eng- 
lish language newspapers in the 
United States have been invited to 
participate, and have been requested 
to submit their issues of March 5 in 
time to reach the Ayer Galleries no 
later than tomorrow. 

Excellence in typography, make-up 
and press work will be considered, as 
in previous exhibitions, in choosing 
winners of three certificates of merit. 
These will be awarded in three circu- 
lation divisions: less than 10,000 cir- 
culation; 10,000 to 50,000; and 50,000 
and above. 

Each paper entered will also com- 
pete for the Francis Wayland Ayer 
cup, which will become the perma- 
nent possession of the paper winning 
it three times. It has been awarded 
once to the New York Times, once to 
the Hartford Courant, and twice to 
the New York Herald Tribune, which 
now holds the cup. 


The committee of judges for this 


year’s exhibition will be announced 
at a later date. 

Wilfred W. Fry, president of N. W. 
Ayer & Son, has presented to the Li- 
brary of Congress a huge leather- 
bound volume, “The Newspapers of a 
Nation,” containing the first pages 
of the newspapers entered in the 1933 
exhibition. All are dated March 4, 
1933, and feature accounts of Presi- 
dent Roosevelt’s inauguration. 


New Officers of 
Meyer Both Chosen 


Following the recent death of Oscar 
Meyer, president. and co-founder of 
Meyer Both Company, Chicago, Stan- 
ton M. Meyer has been elected presi- 
dent by the board of directors. 

The new president has served as 
treasurer since 1929. He will con- 
tinue to direct creative work and 
production. William C. Both was 
made vice-president and chairman of 
the executive committee. Philip Bern- 
stein will continue as secretary, and 
has been made a vice-president. He 
will continue in charge of sales. 
George F. Boehm was made treas- 
urer. 


Ball Leaves Skelly 


Cliff E. Ball, for the past three 
years advertising manager of Skelly 
Oil Company, Kansas City, Mo., has 
resigned to become head of the spe- 
cial paper sales department of Brown 
& Bigelow, St. Paul, remembrance ad- 
vertising company. 


ALERT MANUFACTURERS OF PARTS, 
MATERIALS and FINISHES ADVERTISE 
FOR BIG CUSTOMERS 


in Product Engineering 


; 
Who.... 


per cent over 1933? 


...developed the new machines with 
which the office equipment manufacturers 
made their big sales increases last year? 


...designed the new electric refrigerators 
which helped to increase 1934 sales 33 


...ereated the brand new thousand-dollar 


engineers, vice-presidents in charge of engi- 
neering, chief draftsmen, developmen: engi- 


ings, motors, paints, lacquers, etc., for 
these products? ye: 
..the Product Engineering readers. . . chief fe 


be Valves. + sade gf¥OR ee 


wegek 


i - Sample yearly purchases of one yO 
_ wfacturer of construction equipment: 
Steel (tons)......... 
Steel Tubing (feet). . . .. 300,000 
Die Castings... ...-.-. 10,000 . 
z 


260 


60 


car brought out this year by one of the Anti-friction Bearings. os 16,000 : 
large fime-car manufacturers? s 
ms Se Geiteok.cindiss ok 500. $ 

...designed the 1935 machine tools, multi- oe 2 
motored, electrically operated, accurate to % Speed Reducers sis Su 50 oa 
new standards? A ne eo At 
...develops the many new products and cs Lock Washers. :..-~++-200,000 . 
mew models you see advertised every re ; : hee 
ome Bolts and Screws (tons). int le e 
...and who selects the steels, alloys, bear- Springs CAS ce SESE 3,000 eal 


1935 and 1936 will be highly competitive. Chief engi- 
neers have orders to develop new and improved 
machinery and appliances that maintain sales volume 


against competition and create new markets. 


If they adopt your product you can expect big orders. 
Above is a sample of what one construction equipment 
manufacturer buys yearly. 


\\ Product Engineering. 
\ signers subscribe. 


\\ This is only one of thousands of companies making 
machinery, appliances, transportation equipment, and 
i “engineered” metal products that you can reach through 


8000 leading engineers and de- 


PRODUCT ENGINEERING 


A McGraw-Hill Publication 
if 330 W. 42nd St., New York 


THE KEY ADVERTISING MEDIUM ~— 


FOR THIS QUANTITY MARKET. 


TREATS INTIMATE SUBJECT WITH FINESSE 


Safe 


FEMININE 
HYGIENE 


HE repeated use of harsh chem- 

ical solutions may chap and 
coarsen delicate membranes never 
intended for such treatment. An 
overdose may cause a burn and 
leave scar tissue. 
@ Birconjel is harmless. It was 
developed especially for feminine 
hygiene. Not an all-purpose cnti- 
septic, but highly efficient for its 
pedal fanction. Doctors and clinics 
have used and recommended it for 
seven years. Birconjel is hygieni- 


cally effective, yet bland. soothing package. 


« Aesthetically Sound” 


Bircon 


FOR FEMININE HYGIE 


soto at ate e@ooo or 


and sate to apply to delicate, sensi- 
tive membranes. No possible dan- 
ger of burning. 

@ No odor, no chemical solution 
to fuss with—and no uncertainty. 
The tiny Birconjel Applicator auto- 
matically measures and applies a 
correct amount of hygienic jelly. 
Never too little. yet not too much. 
It remains in effective contact. The 
utmost in convenience and safety is 
yours with Birconjel. 

@ Complete instructions in every 


jel 


BIRCONTEL CORPORATION 
129 Graybar Building. New York 


tree booklet “A Straightforward talk about 


| Please send me in plain envelope. your 
! FEMININE HYGIENE.” 


se 


BIRCONJEL COPY 
CHARACTERIZED 
BY GOOD TASTE 


Hygiene Product Gets Ratio, 
Newspaper Promotion 


New York, March 14.—As indica- 
tion that advertising can promote 
the most delicate product use if the 
work is handled in good taste, The 
Birconjel Corporation reports suc- 
cess to date in its test campaign 
here on a jelly for feminine hygiene, 
and has just started a daily radio 
broadcast for the product. 

While other advertisers of hy- 
gienic products have turned over in 
their minds the advisability of radio 
advertising, Birconjel is believed to 
be the first actually to broadcast. 
Waiting until children are in bed, 
the company begins its 15-minute 
program at 10:45 over WMCA. It 
consists of organ and baritone music 
and a commercial announcement by 
a woman. 

The commercial announcement 
does not go into the details of the 
subject, but aims, rather, at getting 
requests for a free booklet, “A 
Straightforward Talk About Femi- 
nine Hygiene.” It is so handled that 
mixed groups in the home can listen 
unembarrassed. 

A national campaign is in pros- 
pect, but in preparation it was de- 
cided to conduct an intensive test 
in the New York area. G. Allen 
Reeder, former advertising man who 
is president of the company, states 
that coupon returns are running the 
highest he has ever witnessed. 


Booklet is Frank 


“An unusual aspect of the coupon 
returns is the fact that they do not 
seem to be influenced by the size of 
the advertisement,” Mr. Reeder told 
ADVERTISING AGE, explaining that in 
continuing the test, attention is being 
given to size and frequency of inser- 
tions, which vary from about 60 to 
480 lines. “This is probably due to 
the vitality of the subject, causing 
advertisements to be heeded no mat- 
ter how small,” he said. 


Birconjel not only is the first of 


the medical jellies to receive radio 
promotion, but is also believed to be 
the first advertised extensively in 
newspapers. The copy appears in the 
New York Daily Mirror, Daily News, 
Herald Tribune and Times. 

The text warns against harsh 
chemical solutions, often causing a 
condition similar to chapping. It 
also features the new applicator, 
which automatically measures the 
correct amount of jelly. In the free 
booklet, frankness is the keynote, 
“feminine hygiene” being defined 
merely as “female cleanliness.” It 
tells why this cleanliness is neces- 
sary, how to practice it, describes sev- 
eral of the best known methods, and 
how Birconjel fits into the picture. 

In the illustrations of the newspa- 
per advertising, consumer booklet 
window display and direct-by-mail to 
the drug trade, a tie-up in illustration 
is effected. At present the drug 
trade in the New York area is being 
reached by mail, but when the na- 
tional campaign is launched at some 
future time, Mr. Reeder says, this 
will give way to drug trade journal 
advertising. 


B. J. Mulaney Heads New 
Public Relations Clinic 


B. J. Mulaney, vice-president of the 
Peoples Gas Light and Coke Com- 
pany, was elected president of the 
newly formed Public Relations Clinic, 
at a meeting of the Chicago organiza- 
tion this week. 

Ralph McManus, director of pub- 
licity, Armour & Co., was made vice- 
president, and J. E. Bulger, public 
relations manager of the Chicago Mo- 
tor Club, was named secretary .and 
treasurer. 

Conger Reynolds, director of pub- 
lic relations, Standard Oil Company 
of Indiana, and Col. John B. Rey- 
nolds, of the Cement Institute, were 
made members of the executive com- 
mittee, in addition to the officers. Mr. 
Reynolds, Col. Reynolds, and Mr. Bul- 
ger were named members of the pro- 
gram committee. 


Advertise for Goats 


To publicize the opening of the 
Bock beer season, the Brewers Asso- 
ciation of Cincinnati has taken space 
in daily newspapers of that city to 
announce a goat contest. 


Made Owen Director 


George V. Rumage, New York, for 
15 years with the F. A. Owen Pub- 
lishing Company, Dansville, N. Y., 
has been elected a director and will 
continue as Eastern advertising man- 
ager of The Instructor. 


ae 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
© bound Sth edition of “Reserve Illustrations.’’ Over 

al 1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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W. A. Bacher Joins 
Armstrong Agency 


Wm. A. Bacher, until recently 
writer and director of “Show Boat,” 
“Palmolive Beauty Box Theatre,” and 
other radio productions, has been 
placed in charge of the radio depart- 
ment of F. Wallis Armstrong Agency, 
Philadelphia. 

His first assignment will be as 
writer and director of the “Hollywood 
Hotel” show, sponsored by the Camp- 
bell Soup Company, broadcast each 
Friday over the Columbia network. 


Holeproof Hosiery 
Promotes Halpren 


J. M. Halpren, formerly divisional 
sales manager of the north central 
division of the Holeproof Hosiery 
Company, Milwaukee, has been pro- 
moted to sales and merchandise man- 
ager of the Luxite underwear divi- 
sion of the company. 

Before joining the company a year 
ago, Mr. Halpren had been vice-presi- 
dent and general merchandise mana- 
ger of Kaufman Strauss Company, 
Louisville department store. 


Kidde Appoints Gotham 


Walter Kidde & Co., New York 
manufacturers of fire extinguishers 
and systems, have appointed Gotham 
Advertising Company, New York. 
Business, industrial and yachting 
publications will be used under the 
direction of Cuyler Stevens, account 
executive. 


CANADIANS PLAN 
$150,000 U. S. 
TOURIST DRIVE 


Ottawa, Ont., March 14.—Canada 
will spend approximately $150,000 
for tourist advertising in the United 
States during the coming spring and 
summer, D. Leo Dolan, director of 
the Canadian Tourist Bureau, has 
reported to a Senate tourist com- 
mittee. 

This sum represents only the of- 
ficial bureau’s appropriation to bring 
American tourists across the border. 
Ontario, Quebec, Nova Scotia and 
British Columbia all have additional 
local appropriations, while there are 
nearly 25 other bureaus and city 
groups planning to buy space in 
American publications this year. 

Some estimates of total Canadian 
appropriations for American adver- 
tising for the coming summer place 
the amount at double the 1934 
figure. 

Organizations such as the Cana- 
dian Pacific Railway, the Canadian 
National Railways, and Canada 
Steamship Lines have long been 


heavy tourist advertisers in U. S. 
publications, and last year Canada 
Steamship Lines set a record for a 
Canadian travel organization by run- 
ning a double-page spread in the 
New York Sunday Times. 

When reporting his plans to the 
Senate committee, Director Dolan 
said that a Canadian campaign would 
also be launched to promote internal 
tourist traffic between sections of 
the Dominion. 

When the subject of tourist travel 
was up for discussion in the Cana- 
dian House of Commons, it was gen- 
erally hailed by members as a major 
Canadian industry, from the point of 
view of annual revenues. 

Hon. R. J. Manion, Minister of 
Railways and Canals, estimated that 
the business in 1935 would be worth 
between $200,000,000 and $300,000,000 
to Canada. Enthusiastic members of 
Parliament were suggesting to the 
House that appropriations for de- 
veloping the tourist traffic be boosted 
by millions of dollars. One speaker 
suggested $10,000,000 as an advertis- 
ing appropriation. 

The House of Commons was told 
that an increase in tourist travel 
ranging from 30 to 40 per cent was 
indicated for the coming summer 
and it was also informed that, even 
in Volstead days, “a comparatively 
small percentage of the U. S. busi- 
ness was due to Canadian liquor 
laws.” 


REACHING 


out D 


BALTIMORE 
FAMILIES 


More for your a 


cS 


Foe ae pm ena eae 


dvertising dollar 


---in Baltimore 


At 35c aline,the complete cover- 
age of The News-Post gives you 
a maximum audience at a mini- 
mum rate in Baltimore. 193,600 
circulation in the Baltimore 
ABC city zone every day*; 4 out 
of every 5 families—by far the 


BALTIMORE 


EWS-POST 


more. 


sa ae 
figures. 


largest circulation ever at- 
tained and maintained in Balti- 


Advertising dollars go farther, 
work harder in The News-Post 


the latest facts and 


Nationally Represented by the Rodney E. Boone Organization 


* Except Sundays. The Baltimore Sunday 
American has the largest circulation in the 


South 


. x ° 


219,235 and still going up. 


USES FULL PAGE 


To Win New Friends and to Prove 
that it Pays to Buy Quality Tea 


Se eee 
ee ee ee 


Full-page advertisement run in 

Minneapolis last week for Lipton's 

tea, offering a kitchen utility set 
as a premium. 


DeLisser, Publishers’ 


Representative, Dies 


L. A. N. DeLisser, 51, president of 
DeLisser, Boyd & Terhune, publish- 
ers’ representatives, died this week 
at his Long Island home after a life- 
time spent in advertising. 

Starting at 15 with the New York 
Press, he became advertising man- 
ager, and when Frank A. Munsey 
merged it with The Sun, he took 
charge of advertising for both morn- 
ing and evening editions, leaving in 
1919 to found Hamilton-DeLisser, 
Inc., predecessor of the present repre- 
sentatives’ organization. 


Gilbey to T. & L. 


Topping & Lloyd, Inc., New York, 
has been appointed by National Dis- 
tillers Products Corporation to han- 
dle the advertising of Gilbey gin, the 
campaign to be launched probably in 
early summer. 


Cunningham Promoted 

William Cunningham, formerly of 
the Chicago staff of Macfadden 
Women’s Group, has been made 
Western advertising manager of that 
organization. 


Lipton Employs 
Fall Pages for 
Special Offer 


New York, March 14.—Featuring 
an offer of free salt and pepper 
shakers and kitchen bowl with pur- 
chases of Lipton’s tea, Thomas J. 
Lipton, Inc., Hoboken, N. J., has 
launched a widespread newspaper 
campaign. 

Newspapers have been selected as 
the primary medium to be employed 
in Lipton advertising in 1935. Other 
campaigns are being developed to 
follow the present drive featuring 
the special offer, made “to win new 
friends and to prove that it pays to 
buy quality teas.” 

The shakers and bowl are given 
with each three half-pound packages 
purchased. The offer has been an- 
nounced in full-page space in news- 
papers of Minneapolis and St. Paul, 
in other parts of Minnesota, and in 
Wisconsin, Washington, Oregon, and 
Colorado. Smaller space on the offer 
will be used later. The offer will 
probably be made in other markets. 

A “Jamboree” offer of green and 
black teas at a special price has 
been made in California radio pro- 
grams and newspapers. Starting 
with May issues, a fortune-telling 
booklet will be offered in a series 
of advertisements in farm maga- 
zines. 

The advertising is in charge of 
W. W. Shannon, general manager, 
and C. O. Wood, general sales man- 
ager of Lipton, and the Frank Pres- 
brey Company, New York agency. 
Kenneth W. Plumb is the account 
executive. 


Turner to Handle Film 


Promotion for Nu-Enamel 


James H. Turner Advertising 
Agency, Chicago, has been appointed 
by the Nu-Enamel Corporation, Chi- 
cago, to handle the company’s motion 
picture advertising. 

The Nu-Enamel films will be shown 
in theaters throughout the country 
as part of the company’s local dealer 
efforts. Lawrence M. Rosenthal is 
the account executive. 


Only editorial keenness in a magazine can 
bring normal reader interest to the sharp focus 
of burning intensity. Shrewd advertisers, 
seeing Mill & Factory set new circulation 
records in 1934, recognizing outstanding edi- 
torial leadership, are building fires under 
sales with this sharply focused reader interest. 


MILL® FACTORY | 


A CONOVER-MAST PUBLICATION 


205 E. 42nd St., New York City . . . 333 .N. Michigan Ave., ——- 
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Scripps-Howard Shifts 
Parish and Frierson 

Howard Parish, business manager 
of the Birmingham Post, has been ap- 
pointed business manager of the 
Washington News. 

John W. Frierson, business mana- 
ger of the El Paso Herald-Post, has 
been made business manager of the 
Birmingham Post. 


Plans Pablication 


The Gem Publishing Company, 
Providence, R. I., will issue a publi- 
cation to be known as The American 
Humorist. 


WPTF Names F & S 


Station WPTF, Raleigh, N. C., has 
appointed Free & Sleininger, Inc., as 
its national representative. 


Axton-Fisher Sends 
Cartons of Spuds to 
Capital Notables 


Washington, D. C., March 14.— 
The Axton-Fisher Tobacco Company 
has started mailing cartons of Spud 
cigarettes as birthday greetings to 
selected individuals whose names 
appear in “Who’s Who in the Na- 
tion’s Capital.” 

A letter personally signed by Wood 
F. Axton, president of the company, 
is first dispatched. The cigarettes 
follow. The letter declares: “Allow 
me, with a carton of Spud cigarettes, 
to wish you a happy birthday.” 


“If you do not smoke, please pass 
the whole thing on to someone who 
does,” Mr. Axton then requests. 

The processes used in the manu- 
facture of Spuds are described. 
“Some people,” Mr. Axton points 
out, “are still curious about the 
origin of the name. Spud carries the 
nickname of its inventor. The ciga- 
rettes were first made for him, and 
sold by him; then later the patent 
and process were purchased outright 
by us.” 

“If you have not smoked Spuds 
before,” the letter closes, “you may 
not care for the first few, but I am 
sure that if you will persist and 
smoke several packs you will find 
out for yourself what I have said 
about mildness is true.” 

The content of the carton is equal- 


ly divided between tipped and plain 
cigarettes. 


WBBM, KFAB Granted 


Increases in Power 


The Federal Communications Com- 
mission has granted station WBBM, 
Chicago, authority to operate with a 
power of 50,000 watts. WBBM is the 
key station of the Columbia network 
in the Chicago area. 

Station KFAB, Lincoln, Neb., CBS 
network affiliate, has been granted a 
power increase to 10,000 watts. 


Starts Agency 


J. G. Galvin, a past president of the 
Advertising Club of Kansas City, has 
established the Jerome G. Galvin Ad- 
vertising Agency with offices at 3619 
Broadway, Kansas City. 


NOW IT'S CAKE 


7 


and 


Will You Accept Minneapolis 
Duluth... 


With Poughkeepsie’s 
$15,000,000 


Thrown in 


HESE three cities spend $300,000,000 a year in retail 


sales. 


Such volume is important to every manufac- 


turer. Yet, it is not as large as in another great market, a 


city within a city.... 


There are more than 600,000 solid, substantial New 
York homes where yearly purchases, according to U. S. 
Census, amount to over Half a Billion Dollars. 

Their patronage can be secured through the NEW 
YORK EVENING JOURNAL. For in these homes the 
JOURNAL is, and always has been, the preferred news- 
paper ... year after year, through good times and bad. 

Their open pocketbooks have turned loss into profit 


for scores of manufacturers. 


But without their support, 


no one can do business in New York with maximum 


success. 


THE NECESSARY NEWSPAPER 


NATIONALLY REPRESENTED BY RODNEY E. BOONE ORGANIZATION 


Dated cake is the latest. This is 
a full-page newspaper advertise- 
ment for Koester's, Baltimore. 


MAGIKLUBS FOR 
BOYS ARE FORMED 


New York, March 14.—To create 
an active interest in the boys’ de- 
partments of retail stores and to sell 
Magiklub brands, The National Boys 
Magiklubs, Inc., will promote numer- 
ous lines of apparel in more than 
400 cities, franchises being granted 
exclusively to one department store 
in each city. 

A comprehensive advertising pro- 
gram is scheduled for newspapers 
and boys’ magazines. Peck Advertis- 
ing Agency is in charge. 

Thus far five manufacturers have 
been licensed to produce merchan- 
dise under the Magiklub label. They 
are Lubell Bros., Inc., shirts, blouses 
and pajamas; Murray Knitwear Com- 
pany, Inc., sweaters, polo shirts and 
bathing trunks; Kids Nobby Klothes, 
Inc., boys’ suits, topcoats and over- 
coats; Royal Novelty Company, 
wash suits, snow suits, play suits 
and wool lumberjacks; and Berman 
sheepskin lined lumberjacks and 
leather jackets. 

Boys will be invited to enroll in 
local clubs, their membership en- 
titling them to attend free magic 
shows conducted by the National 
Boys Magiklubs, to receive instruc- 
tions in magic from _ professional 
magicians furnished by the associa- 
tion, and to receive membership 
cards and buttons. 


Would Increase Store Traffic 


Each of the Magiklub garments 
will tie in with the advertising and 
promotion program. A secret pocket 
in each and a trick the wearer can 
perform will go along with each gar- 
ment. The tricks have been so de- 
signed and offered in such a variety 
that purchasers of more than one 
garment will avoid duplication. 
Though the merchandise contains 
these extra features, it retains its 
style correctness. 

Sponsors of the organization ex- 
pect an initial membership of more 
than 500,000 boys from six to 18 
years of age. One of the principal 
aims of the program is to develop 
more store traffic. 

“Special promotions have been 
conducted from time to time,” says 
Sanford L. Hirschberg, president of 
the Magiklubs, “but no plan has 
been adopted to keep traffic in the 
boys’ department at the flow neces- 
sary to successful operation. That 
is the job we have selected.” 


Buys Cambridge Plant 

The Royal Electrotype Company, 
Philadelphia, has purchased the Con- 
solidated Electrotype Company plant 
at Cambridge, Mass., which will be 
operated as the Royal Electrotype 
Company of New England, under the 
management of M. Frank Galvin, who 
has represented the Philadelphia com- 
pany in New England for several 
years. 


Drops Account 


Sterling Beeson, Inc., Toledo Ad- 
vertising agency, has resigned from 
all connection with or service to The 
Old Indian Medicine Company, To- 
ledo, maker of Wahoo bitters, the 


agency has announced. 
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SIGNS the largest 
| individual contract 


ever written to 


advertise a single 
product.... 


CHEWING GUM 


een | 


sg Und ae 


bis Ae Ee 


business 


KX that BUILDS 


Ee ae 


STREET RAILWAYS ADVERTISING COMPANY 
220 West 42N° STREET, NEW YORK CITY 


Collier Service offering complete United States Coverage 
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No. | of a Series 


HE Link-Belt Company has been using business paper adver- 

tising without a break for more than fifty years. With great 
success it has employed industrial and trade publications in nearly 
all classifications to reach its specialized markets. 


Julius S. Holl, its advertising manager, is a national authority in 
this field. He has served as president of the Engineering Adver- 
tisers' Association of Chicago and president of the National In- 
dustrial Advertisers Association. 
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Why We Believe in 
Business Paper Advertising 


By Julius S. Holl, Advertising Manager 
Link-Belt Company 


Business paper advertising is not an 
experiment, but a sound and proven 


Advertising that is sales-minded, advertising-minded and management-minded 
method of successful sales development 


; bot : lubricates the selling process, is true and creditable to itself, and builds for tomorrow. 
in specialized business markets. The 


: business publication covers its field not How neatly the business paper fits into this advertising objective. It offers the 
only from a circulation but an editorial ideal way to reach an entire industry or class of possible users, with regularity month 
standpoint—supplying a constructive in- after month, with interesting and helpful information showing how the manufacturer's 


ere formation service which promotes prog- 
es ress and helps to build markets for the 
ia advertiser. It is an indispensable part 

sais of any sales-building program directed 
ai to business, trade, industry or profession. The business paper reflects the thinking of the industry that it serves. It is read 


by thinking men in the industry. It is often the spokesman for the industry in print. 


product can be used with profit to the buyer. 
The attention the advertiser receives depends only upon the effectiveness of his 
presentation. 


| Today's orders are the results of yesterday's effort. Whether we seek business 

: from an industry or a class of buyers, the business paper stands alone as the industrial 
advertiser's best medium for broadcasting his message continuously and economically 
to the field he elects to serve. 


| This advertisement and those to follow it are sponsored by these business papers: 


Advertising Age (ABC-ABP) Domestic Engineering (ABC-ABP) Milk Plant Monthly (ABC) 
537 S. Dearborn St., Chicago 1900 Prairie Ave., Chicago 327 S. La Salle St., Chicago 
es Leemernen OC) Farm Implement News (ABC) National Provisioner (ABC-ABP) 
, * *? = Re ; (ABC) 431 S. Dearborn St., Chicago 407 S. Dearborn St., Chicago 
merican Restauran ‘ yi 
5 S. Wabash Ave., Chicago Hospital Management (ABC-ABP) Paper Industry (ABC-ABP) 
Automobile Digest (ABC) 537 S. Dearborn St., Chicago 333 N. Michigan Ave., Chicago 
a2 © Tuetth St. Cincinnati Hotel Bulletin (ABC) Paper Mill & Wood Pulp News (ABC-ABP) 
Bakers’ Helper (ABC-ABP) Insurance Exchange, Chicago 1440 Broadway, New York 
Ris. 4 be a aie Jewelers’ Circular-Keystone (ABC-ABP) Steel (ABC-ABP) 
"a oF a ~f ~ York ) 239 W. 39th St.. New York Penton Bldg., Cleveland 
| Boot & Shoe Recorder (ABC-ABP) Laundry Age (ABC-ABP) Welding Engineer (ABC-ABP) 


239 W. 39th St., New York 330 W. 42nd St., New York 608 S. Dearborn St., Chicago 
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RADIO HOMES IN 
U. S.REACH PEAK 
OF 21,450,000 


Starch Study for GBS Re- 
veals New Data 


New York, March 14.—In the first 
census of radio ownership since the 
United States Census of 1930, Daniel 
Starch and Associates have uncov- 
ered 2,450,000 radio homes never be- 
fore included in any analysis of the 
United States radio audience, a new 
Columbia Broadcasting System study 
declares. 

That total, in addition to the 4,084,- 
000 sets sold in 1934, establishes a 
new high of 21,450,000 radio families 
for the total listening public as of 
Jan. 1, 1935, it is stated. 

Making 125,000 house-to-house calls 
in 321 communities, investigators in- 
terviewed families in representative 
large cities, towns, villages, and farm 
areas. Radios are now owned in 69.4 
per cent’ of all homes in the United 
States, it was found. 

The number of radio listeners in 
the United States is 70,804,137, in- 
cluding all radio listeners over ten 
years of age, the Starch report 
declares. 

Total net sales of radio sets for 
1934 topped every year except 1929, 
it is pointed out. Over 2,000,000 of 
the 4,084,000 sets purchased last year 
were replacements of old sets, the 
largest number of replacements in 
radio history. Nearly 800,000 motor 
ears were radio-equipped in 1934, an 
all time sales record. There are now 
1,800,000 automobile radios in the 
United States. 


Tabulate 


American homes owning two or 
more radio sets total 2,295,770, the re- 
port discloses. These extra sets are 
massed in upper income levels. 

Broken down by income classes, 
radio ownership is tabulated as fol- 
lows: 


Results 


No. of 

Radio % of 
Income Class Homes Total 
$10,000 751,000 90 
$5,000-$10,000 2,286,000 85 
$3,000-$5,000 3,590,000 79 
$2,000-$3,000 6,477,000 72 
$1,000-$2,000 5,747,000 65 
Under $1,000 2,604,000 52 


Tabulated by size of community, 
radio ownership is said to look like 
this: 


No. of 

Radio % of 
City Group Homes Total 
Cities over 250,000 6,767,000 93.4 
25,000-250,000 4,695,000 91.7 
1,000 to 25,000 5,413,000 88.2 
Towns under 1,000 850,000 76.8 
Rural farms 3,730,000 33.9 


$400,000,000 Spent 


Although farm homes with radio 
total only 34 out of 100, these repre- 
sent 80 per cent of the farm income 
earned, and consequently 80 per cent 
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Markets 


It’s the personal confidence between 
salesmen and buyers, built up over a 
period of years, that makes markets. 
The men who read The OUTFITTER are 
in daily contact with the men who buy 
for hotels, restaurants, hospitals, insti- 
tutions, soda fountains, dining car sys- 
tems, steamship Mnes, etc. Their recom- 
mendations carry weight with these buy- 
ers who depend upon the outfitter for 
product information. 


The OUTFITTER 
1900 PRAIRIE AVE. CHICAGO 


of the farm purchasing power, the 
CBS study states. 

Commenting on the Starch report, 
CBS asserts that prior to the latest 
Starch study the only sources of 
radio ownership data have been the 
number of radio homes recorded by 
the United States census of 1930, 
plus the number equipped with ra- 
dios since then. 

Almost 400 million dollars were 
spent for radio listening in 1934. 
This expenditure is itemized by the 
new Starch study, as follows: Spent 
by radio owners in 1934 for new sets 
and tubes, “to continue their habits 
of listening,” $143,000,000; spent by 
non-radio owners, “to join the listen- 
ing audience,” $48,000,000; spent by 
radio owners for “set operation” in 
1934 (estimated), $200,000,000; total, 
$391,000,000. 


Malkiel Moves 


The David Malkiel Advertising 
Agency, Metropolitan Bldg., Boston, 
has moved its offices from the eighth 
- sa to larger quarters on the sixth 

oor. 


TAKE OWN MEDICINE 


A Statement 
Signed by 4ZZ of Our Directors 


2° om mahing 210 of he version of the Sic Lewin 
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eT. Louls UNton TRUST COMPANY 
: 


vewsr senvice excwwsirece 
Deen se ey wed Lanes 


Every director of St. Louis Union 
Trust Company signed this news- 
paper statement announcing that 
the company has been named 
executor or trustee of his estate. 


Hammond Opens Office 

Alden M. Hammond has opened an 
industrial advertising agency at 26 
Custom House St., Providence, R. I. 


Major Markets 


Names Fehlman 
As New Manager 


Chicago, March 14.—Frank E. 
Fehlman was appointed managing 
director of Major Market News- 
papers, Inc., at a directors’ meeting 
here this week. Mr. Fehlman, who 
takes the reins at once, succeeds 
Leslie M. Barton, who becomes vice- 
president of O’Mara & Ormsbee, pub- 
lishers’ representatives, New York, 
March 15. C. H. Sundburg continues 
as assistant to Mr. Fehlman. 

The new managing director of 
Major Market Newspapers has en- 
joyed a long and varied experience 
in the advertising agency field. He 
was vice-president of Lord & Thomas, 
and in 1921 opened a New York of- 
fice for that agency. Later, he joined 
Blackett-Sample-Hummert, Inc., Chi- 
cago, which he served from 1927 to 
1929. 

Since leaving the agency field two 


years ago, Mr. Fehlman has served 
as a business counselor, with offices 
in New York, Chicago, and other 
cities. That work led him back to 
advertising and kept him abreast of 
developments in that field. 


Opens Beauty Clinic 

Good Housekeeping last week 
opened a beauty clinic in which vari- 
ous cosmetics will be tested with the 
twofold purpose of telling the manu- 
facturer how the public accepts his 
products and advising the public, 
through Ruth Murrin, beauty editor, 
what results are obtainable from na- 
tionally known cosmetics. The clinic 
resulted from work of the Good 
Housekeeping Bureau, which hegan 
its tests of cosmetics 22 years ago un 
der Dr. Harvey W. Wiley. 


Elected Berry Head 


T. J. Campbell, for the past four 
years vice-president and _ general 
manager of Berry Brothers, Detroit, 
Mich., paint and varnish makers, has 
been elected president of the com- 
pany. He will continue as general 
manager. 


TICONDEROGA is synonymous with 
fine printing papers. For many years 
these quality book papers have been 
the choice of publishers and printers 
who know their value in uniform- 
ity of performance and appearance. 


TICONDEROGA Book Papers will give 
your printed advertising a new 
glamour...a greater appeal. Specify 
TICONDEROGA Book Papers — they 
offer a complete line of modern ad- 
vertising papers — English Finish, 


Eggshell, Text and Vellum, the 
latter three are watermarked. Send 
for new Sample Book which illus- 
trates the printability and versatility 
of these papers. Please address all 
requests to Sales Dept. D. 


INTERNATIONAL PAPER COMPANY 
220 EAST 42ND STREET, NEW YORK, N. Y. 
BRANCH OFFICES: Atlanta, Boston, Chicago, Cleveland, Philadelphia, Pittsburgh 


TICON DE ROGA 
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Radio Institute 
Awards Laurels 
to 25 Programs 


New York, March 14.—Twenty-five 
programs have been awarded special 
meritorious standing by The Radio 
Institute of the Audible Arts, found- 
ed by the Philco Radio and Tele- 
vision Corporation, which took a full 
page in The Saturday Evening Post 
of March 9 to announce the awards. 

The programs selected are from 
program guides issued by the In- 
stitute to aid the public in discrimi- 
nating among the mass of material 
at its disposal. 

Programs winning a place on the 
list were: 

Classic and semi-classic music: 
New York Philharmonic Symphony 
orchestra; Rhythm Symphony; con- 
cert featuring Lucrezia Bori, Lily 
Pons, and Andre Kostalanetz’s or- 
chestra; Gilbert and Sullivan operet- 


tas, Harold Sanford conducting; con- 
cert featuring Jessica Dragonette, 
Revellers quartet; Metropolitan 
Opera series; light opera music, Sig- 
mund Romberg conducting, William 
Lyon Phelps, commentator; light 
operas and musical comedies featur- 
ing Gladys Swarthout, John Barclay. 

Education: “American School of 
the Air,” designed for high school 
consumption; “An American Fire- 
side,” discussion of ideas as found 
in books; “You and Your Govern- 
ment,” guest speakers on political 
science; “Economics in a Changing 
Social Order,” informative talks. 

News: Lowell Thomas; Boake 
Carter; Edwin C. Hill; and H. V. 
Kaltenborn. 

Comedy: Jack Benny, assisted by 
Mary Livingstone; Will Rogers; 
“Easy Aces,” sketch, starring Jane 
and Goodman Ace; Burns and Allen; 
and Beatrice Lillie. 

Home Economics: Mary Lee Tay- 
lor; Mary Ellis Ames, “Cooking 
Closeups”; Ida Bailey Allen, “Visit- 
ing with Ida Bailey Allen”; Frances 
Lee Barton, “Kitchen Party.” 


Jansen Joins Servel’s 


Sales Promotion Staff 
Adolph Jansen, Jr., has joined the 
sales promotion department of the 
Electrolux refrigerator sales division 
of Servel, Inc. He will assist Hank 
Boyle, Servel sales promotion man- 
ager, and will divide his time be- 
tween the New York office and the 
factory at Evansville, Ind., handling 
special dealer promotion. 

Mr. Jansen has been associated 
with many advertising agencies in 
the past and for several years con- 
ducted his own advertising business. 
He most recently was advertising and 
sales promotion manager of the Gen- 
eral Accessories Company, Inc., New 
York. 


Issues Year Book 

A 96-page tabloid section, the 
“Oakland Tribune Year Book, 1935,” 
was issued by the California news- 
paper Feb. 27. It described the prog- 
ress being made in construction of 
the San _ Francisco-Oakland Bay 
bridge, and reviewed business, ship- 
ping, and agricultural activities in 
Oakland and central California in 
1934. 


JOHNS- MANVILLE 
TURNS CAMPAIGN 
OVER TO DEALER 


Reveals Details of Co-op 
Brake Lining Drive 


New York, March 14.—Johns-Man- 
ville, Inc., has disclosed that for 
every dollar which dealers in the 
company’s brake linings spend for lo- 
cal consumer advertising in 1935, the 
company will spend an equal amount, 
in its new “Match Your Dollar” mer- 
chandising plan. 

The amount the company will pay 
is not to exceed five per cent of its 
materials bought by the dealer. 

Johns-Manville has mapped out 


“Factory. 


means a lot to men 


who mean alot to you..... 


omamet 


* * * 


OUT FRONT: Last year advertising 
volume went 16% ahead of 1933... 
Advertising in industrial papers gained 
26.1% ... But “Factory” recorded a 
49% gain in space. 


Bet your bottom dollar on that! Here’s 
an instance: 


A big automobile plant’s employees are 
paid for every idea accepted by plant 
officials. 40% of the ideas thus adopted 
last year were traced back to “Factory.” 


This utilitarian value of “Factory” is 
why plant operating officials read it, use 
it, route it through the plant, and en- 
courage employees to read it, too. 


These men mean a lot to you, for these 
men, directly or indirectly, buy what 
you sell. 


~ BACTORY = 


MANAGEMENT and MAINTENANCE 


Published by McGraw-Hill at 330 West 42nd Street, New York 


AIDS SILK EFFORT 


Full-page advertisement in the 
March issue of “Junior League 
Magazine" which illustrates the 
type of promotion being put be- 
hind silk by International Silk Guild. 


campaigns involving use of four me- 
diums, foremost of which is a news- 
paper campaign illustrated by Don 
Herold to build up a reputation for 
the dealer as an expert, scientifically 
equipped to service brakes. 

Besides the newspaper campaign, 
there are a series of spot radio an- 
nouncements, a direct mail campaign, 
and a wide variety of electric or 
painted signs. 

Proceeding on the theory that the 
local dealer knows best what kind of 
advertising will be the best salesman 
in his community, the company will 
leave choice of the medium or me- 
diums up to the dealer. 

The company’s decision to turn 
over its 1935 appropriation for con- 
sumer advertising of brake lining to 
the dealer, to be spent in local adver- 
tising, resulted from an investigation 
in the field. 

Dealers and jobbers were asked: 
“How can we best help you sell brake 
lining?’ The answer was: “Help us 
to establish ourselves as headquarters 
for competent brake service with the 
motorists in our own town. Help us 
get them into the shop and we'll do 
the rest.” 


Issue Plan Book 


A new plan book, taking up every 
step of the 1935 “Match Your Dollar” 
plan and dramatically describing how 
it can be used effectively, has been 
distributed to the trade. 

This will be followed up by a sight 
and sound film, further detailing to 
the dealer how to establish his shop 
as headquarters for brake lining. 

A novel humorous treatment of the 
safety theme is employed throughout 
the Herold cartoons for the newspa- 
per advertisements. One cartoon 
pictures two “reels” of brake lining 
mounted on the top of an automobile, 
with the driver slamming on the 
brakes just in time to avoid a roller 
skater. 

“It isn’t possible for you to carry 
reels of extra brake lining on your 
car for use in emergency, but you 
can use famous Johns-Manville brake 
lining into which extra stopping 
power and long life are built from the 
beginning,” the text reads in part. 
Space is allowed for the dealer’s 
name and address. 

The plan for 1935 has been carried 
into the dealer’s shop with a new 
kind of brake lining demonstrator, 
the “Scientific Brake Lining Selec- 
tor” cabinet. 

On the front of this cabinet is a 
large dial whereon is listed almost 
every make of car and its lining re- 
quirements—width, thickness, length, 
and friction. Beneath the dial, ready 
to be pulled through a slot, is the lin- 
ing needed for the job. 

The J. Walter Thompson Company, 
New York, handles the Johns-Man- 
ville account. 


“Retailing” Queries 
Merchants on NRA 


Retailing, New York, has dis- 
tributed ballots to 15,000 retailers to 
learn their opinion of benefits under 
the NRA codes. 

Heads of department, dry goods, 
furniture, men’s and women’s spe- 
cialty stores and chain stores are be 
ing queried. First results will be 


available about March 18. 
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March 16, 1935 -ADVERTISING AGE 


What DOES the A.B.C. Say? 


) 


The Boston Herald-Traveler recently issued a Reproduced trom WHAT DOES THE A.B.C. SAY 
folder concerning Boston newspaper circulations — sssibh “then sain sir wei tied ta ties 
wherein they make a FALSE claim that Herald- 

Traveler circulation has INCREASED since the 


Question: Which daily is the only newspaper to show 
an increase in circulation? 
start of the depression in 1929. Their own sworn 


Answer: HERALD-TRAVELER, 


A. B.C. audits show that statement is not true. Question: pipe tp a pam have shown a loss 
f The HERALD-TRAVELER A. B. C. audits show: . roe, 
MORNING HERALD EVENING TRAVELER Post. 
For 12 months ending March 31, 1930 Which daily newspaper has shown the 
—which include /— NINE months l l 9, l 30 | 68,4 ] 5 loss in a a largest 


Peta tennee 1186. igvareo 


A net LOSS of 7,822 per day for the Two papers, 
| despite the injection of 150,990 “premium bought” 
subscriptions to “bloat” and attempt to hold circulation 


: 50,000 went for Herald subscribers and Number of subscriptions secured by the 
Herald-Traveler with “premiums''—according 
n . ° 7 
; 100,000 more for Traveler subscribers to their own sworn A. B.C. audits: 
Oo 
; a yet: Den vt goer — to he the pcre eae nd folder eg gy 8 ,240 
they have “ballooned” their circulation figures with 150,990 “premium : 
‘ ei : : April 1, 1930 t 
: é bought” subscriptions—a type of circulation of such low grade that all sar 31, 1931 l 5,598 ° 
. newspapers are required to report, in their sworn statements, whether April 1, 1931 to | 60 699 
> they resort to such schemes, and, if they do, to what extent. March 31, 1932 3 
“ April 1, 1932 to 34 376 : 
. 
March 31, 1933 
Here is what the A. B.C. Says 4 i —— oe 
” March ‘31, 1934 3 1 5bL7 
: It is true that, during the same period, Boston Post figures show a 1 50 990 
™ larger loss than the other newspapers. The Post lost 728 more than the 3 
- Globe, but neither the Post or Globe resorted to “premiums.” The These “premium” subscriptions were 
Herald, the Traveler, and the American did. It is our impression that all induced by such articles as 
“ newspapers of large circulation throughout the country showed a loss Harmonicas Sporting Goods 
A during the depression years, UNLESS THEY RESORTED TO Spoons Wrist Watches 
is “PREMIUM SCHEMES” and other high-pressure methods of Flashlights Recipe Books _ 
w FORCING circulation. Needle Books Bathing Suits 
er Fountain Pens Bicycle Tires 
ry The Boston Post’s circulation is, and always has been, built entirely igen ta ; bei bal 
Du on READER PREFERENCE— it sells itself to more than a THIRD OF =. 86 6=6=—S aoa 
4 A MILLION individual readers every day. It isa ONE-edition news- Dolls week 
“| paper which goes direct to the home just before the day’s purchases are <e ; - ‘ 
rs planned. The Boston Post has NEVER used “premiums” or strong- Despite this hectic attempt to blow up 
, : . circulation figures by sending bell-ringing 
ed | arm methods to secure subscribers. It has NO FORCED circulation, or crews into the peerest Giebiets te heuil-aub 
Ww i 
o DUPLICATION of readers through "gimcracks" as premiums for 150,990 subscrip- 
ii Latest Average Net Paid Morning and Evening editions; yet, tions, the Herald-Traveler has LOST circulation 
bn Daily Circulations The Boston Post’s average net paid since the start of the depression, as did the 
> daily circulation is 64,070 MORE other Boston newspapers to which they refer. 
~ nee ee than the Boston Herald AND the 
in- MOR | 1,093 Boston Traveler COMBINED. All advertisers should feel deeply grateful to the 
» = EVENING GLOBE 136,042 42.8 cane ee ee ee 
od MORNING HERALD 119,647 CONUNDRUM—The Herald’s circulation is | circulation, and the methods used to obtain it. If it 
EVENING TRAVELER 160.076 | Very Small anyhow, but what would it be if they big not for the A.B.C. the above facts would never 
didn’t GIVE AWAY PREMIUMS? Seas 
A 


She Hoston Wost . 
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Advertising Club 
Honors “Evening Post’ 


Inaugurating a series of luncheons 
in honor of New York newspapers, 
the Advertising Club of New York 
‘was host to the staff of the New York 
+ aera Post at its luncheon March 

An address by J. David Stern, pub- 
lisher of the Evening Post, was 
broadcast over WMCA. 


M. M. 


vs. 


P. M. 


In planning the Window Dis- 
play, it pays to be "“Mer- 


chant-Minded" rather than 
Price-Minded. FACTS TALK! 


FREEMAN CO.*¢ 


Starr and Borden Avenues 
e Long Island City, N. Y. 


AUDITORIUM 


Hotel Rates 
Now from $1.50 


Just think—you can now enjoy the 
comfort and luxury of the Auditorium 
Hotel for as little as $1.50 a day for 
a room without private bath or from 
$2.50 a day with private bath. A splen- 
did location—every convenience—in an 
atmosphere of luxury at low cost. 


Geo. H. Mink, Mgr. 
MICHIGAN AVE. At CONGRESS 


Analyze Details of 
Co-op Advertising 
of Appliance Makers 


Policy on Dealer Helps, Selection of Media, 
and Terms of Payment Outlined 


Chicago, March 14.—A variety of 
methods of handling the details of 
factory-distributor-dealer and _ fac- 
tory-dealer cooperative advertising 
among manufacturers of major 
household appliances is shown in a 
comprehensive study of this subject 
recently completed by ADVERTISING 
AGE. 

The purpose of the study was to 
determine the practices now prevail- 
ing among manufacturers of radios, 
electric refrigerators, washing ma- 
chines, electric ironing machines 
and electric cleaners or sweepers in 
connection with cooperative adver- 
tising allowances; how they are set 
up; what supervision is exercised 
over their expenditure; how allow- 
ances are determined, etc. 

A total of 61 manufacturers, mak- 
ing 74 different products in the 
groups studied, cooperated in the 
study. A summary of the general 
plans followed by these manufac- 
turers in setting up cooperative ad- 
vertising appropriations, as well as 
a resume of the percentage of manu- 
facturers using such a plan appeared 
in the March 9 ADVERTISING AGE. 

The following material is a con- 
tinuation of the summary which ap- 
peared in that issue, and deals spe- 
cifically with media and copy regu- 
lations of manufacturers using a 
cooperative plan, their policy with 
reference to dealer sales helps, how 
settlement with dealers is effected, 
ete. 


MEDIA AND COPY 
REGULATIONS 


About three-fourths of the manu- 
facturers stated that they have a 


London. 


The Plan 


1. Correct the impression 


from those in England. 


Psychological and economic 


The Medium 


Pubication date in London May 
16th. Copy in New York by 
May Ist. 


Rates_and details by return of 
post. Suggest immediate reserva- 
tion of space Advertiser’s 
Weekly, Special American Market 
Number, New York Office Room 854— 
420 Lexington Avenue. 

ADVERTISER’S WEEKLY The organ 
of British Advertising for 21 years and 


Great Britain. 


advertising circles. 


advertising journa 


Tell England! 


On May 16th a Special American Market Num- 
ber of Advertiser's Weekly will be published in 


This special issue of the organ of British Advertising will— 


cabled reports as to the soundness of the American 
market and the buying power of the American people. 


2. Provide up-to-date information on marketing condi- 
tions in this country, conditions which vary widely 


3. Publish particulars of the experience of English prod- 
ucts and services already represented in the American 
market and indicate other products and services that 
should find a ready market here. 


Conditions in England are now and have been since 1929 
more stable, the spending power of the United Kingdom 
higher than any country in Europe. 
life of the country. This is Jubilee Year in England. 


an early expansion of present British accounts already in 
this market and for the encouragement of new accounts in 
the form of Branded Products and International Services. 


the only exclusive advertising weekly in 
The pulsing centre of influence in British 


Sek to British manufacturers and mer- 
ndisers ——- their own specialized 


Rates and details on application. 
New York Office 


ADVERTISER’S WEEKLY ® * 2, tyxipsten Ave» 


arising out of sensational 


Export Trade is the 


conditions are favorable for 


standard list of different types of 
media in which dealers may spend 
their allowance. In several instances, 
newspapers were the only medium 
on this “standard list.” On the ques- 
tionnaire, four different types of 
media (newspapers, posttrs, local 
radio, and handbills) were printed 
for checking, where applicable. Man- 
ufacturers were requested to name 
any media other than these four that 
are on their “standard list.” The 
per cent of mention of different 
types of media reported among all 
manufacturers as being on _ the 
“standard list’ was, as_ follows: 
newspapers, 89 per cent; local radio, 
62 per cent; posters, 43 per cent; 
handbills or circulars, 35 per cent; 
local store displays, 11 per cent; 
direct mail, 8 per cent; shows, cook- 
ing schools, movies, selling stations 
such as space at fairs, etc., each 5 
per cent, and theater or opera pro- 
grams were named by one manufac- 
turer. (Table 1). 

In answer to a question as to 
whether dealers are required to 
spend a certain per cent of their 
total allowance for newspaper adver- 
tising, seven of the 48 manufacturers 
answered “Yes.” Four of these re- 
ported that their dealers were re 
quired to spend all of their allow- 
ance in newspaper advertising, while 
the remaining three named the fol- 
lowing percentages required to be 
spent in the newspapers: 40, 70 
and 75. 

As to regulations in permitting 
dealers to write their own copy, 80 
per cent of the manufacturers stated 
that dealers were permitted to do so. 
In one-quarter of the cases, however, 
it was specified that such copy is 
subject to factory O. K. Ten per 
cent of the manufacturers replied 
to the question negatively, and the 
same proportion did not answer. It 
is the experience of about 42 per 
cent of the manufacturers that key 
accounts, generally, will not use fac- 
tory prepared copy. 


Copy and Layout Service Free 


With respect to free copy and 
layout service to dealers to meet 
local problems, at their request, 
about 80 per cent of the manufac- 
turers said that they extend such 
free service to their dealers. 

Eighty-six per cent of the manu- 
facturers reported that their sales- 
men or the distributors’ salesmen 
plan special sales promotion drives 
to assist dealers in moving merchan- 
dise. Nine out of ten manufacturers 
who provide such service said that 
either their salesmen or the dis- 
tributors’ salesmen give personal 
sales assistance in executing such 
drives. In a few cases manufacturers 
volunteered the statement that such 
assistance was given only on certain 
occasions. 


DEALER SALES HELPS 


Manufacturers were asked if the 
cost of consumer booklets, window 
display cards and other “dealer 
helps” was charged to cooperative 
advertising or to general sales pro- 
motion expense. Seventy-seven per 
cent replied that such costs were 
charged to general sales promotion 
expense, as compared to 15 per cent 
who named cooperative advertising, 
and eight per cent who did not an- 
swer the question. Fifteen, or about 
one-third of the 48 manufacturers, 
reported that they supply such ma- 
terials free to dealers. Thirteen 
said that they charged the dealer 
for part of this expense, and five 
that they charged the dealer for the 
entire expense. Seven manufac- 


turers indicated that they furnish 
some types of this material free and 
charged the dealer for the entire 
cost of other types, while three re- 
ported that such expense is charged 


entirely to the distributors’ coopera- 
tive account. 

The majority of the manufacturers 
who charged the dealer in part 
either for certain types of dealer 
helps, or for all types, pro-rate the 
cost 50/50 or 60/40, with the manu- 
facturer carrying 60 per cent in the 
latter instance. The number of 
manufacturers who pro-rate the cost 
in either of these two ways is about 
equally divided. One manufacturer 
assumes 75 per cent of the expense 
on literature and direct mail ma- 
terial, and 50 per cent on displays. 
Another charges a sufficient amount 
to “discourage careless ordering.” 
Still another has a varied policy. 
depending on the type of dealer. 
Their object is to get out with as 
small a loss as possible. (Table 2). 

In the case of mats and electros, 
about 65 per cent of the manufac- 
turers furnish these items free to 


mats or electros, half ef the manu- 
facturers assume 40 per cent of the 
cost. In other instances, the manu- 
facturer stands the preparation ex- 
pense, or applies a minor charge to 
prevent “wild” ordering, or charges 
five cents each for mats (only) re- 
gardless of size. This _ five-cent 
charge has been adopted to encour- 
age the use of the mats but at the 
same time discourage waste. 


SETTLEMENT WITH DEALERS 


In reply to the questions as to 
whether manufacturers require re- 
ceipted invoices and tear sheets (or 
other evidences of paid expendi- 
tures) before making reimburse- 
ments or issuing credits, over three- 
fourths of the manufacturers stated 
that they require evidence of paid 
expenditures in all cases, 13 per 
cent said that tear sheets were re- 
quired in all cases but that receipted 


How Dealers May Spend Allowance 
TABLE 1 


If you have a standard list of different types of media in which deal- 
ers may spend their allowance, check the following types, if any (news- 
papers, billboards, local radio, and handbills) and add any others not 


listed. 
Refrig. Radio Washer Ironer Cleaner Total 
(7) (11) (10) (5) (4) (37) 
EP eee eee ees 7 11 8 4 3 33—89 % 
ee are ee 5 0 4 2 2 23—62% 
CS ae eee 5 8 1 - 2 16—43% 
Handbills—circulars ....... 3 5 3 1 1 13—35% 
eS a ere 1 2 ; ea 4—11% 
All depends on dealer's 
ee eee rrr eer eae 1 res 1 1 4—11% 
CE ace eecnnesae he 0s 2 1 3— 8% 
I Go ceunce beens Caer eens 1 1 re 2— 5% 
Cooking schools ........... 1 1 2— 5% 
Movies ......... oheeeeeenns 1 1 2— 5% 
Selling stations (space) at 
PE, MO. seeencceeseens vs 1 1 2— 5% 
Programs (Theatre 
a Seer 1 a 5% 7 1— 3% 


the dealer. Only one of the manu- 
facturers involved charges the en- 
tire cost to the dealer. The remain- 
ing manufacturers are about equally 
divided in their arrangements for 
charges, in the following manner: 
Charge dealers in part; some mats 
and electros free, others charged 
for in whole; charged to distribu- 
tors’ cooperative account; and mats 
free, electros at cost. 

In relatively few instances where 
the dealer is charged in part for 


invoices were not requested in the 
case of certain utilities and depart- 
ment stores. Every manufacturer 
concerned in this study who an- 
swered the question indicated that 
receipted invoices or tear sheets 
were required in certain cases or in 
all cases. 

Eighty per cent of the manufac- 
turers pay the factory share of ap- 
proved cooperative advertising ex- 
penditure by issuing a credit, while 

(Continued on Page 28, Col. 2) 


REGISTRATIONS 
1933---43,589 
1934----46,572 
1933. 1934 

Fremont ....... 3,570 3,946 
Harrison ...... 5,258 5,523 
eee 3,448 3,769 biles 
Montgomery ... 4,577 4,921 
BEE d00sac.cwes 6,027 6,502 
Pott’mie ....... 16,138 17,104 
a 4571 4807 

| re 48,589 46,57. 
GAIN, 1934-----2,983 


The COUNCIL 


registrations show 
ae increase for 1934 
in 


These figures talk! Ownership 
of nearly 3,000 more automo- 


Southwestern Iowa 
increased buying power that 
makes this a most important 
market for all commodities 
of all varieties including foods. 


The Council Bluffs Nonpareil, southwestern 
Iowa’s exclusive newspaper more than kept pace 
with general conditions and linage in the 
Nonpareil showed a net increase of 446,964 
lines in 1934, a real record of achievement. 


NONPAREIL 


Exclusive southwestern lowa circulation 


Nonpareil Engraving. 


oJutomobile 


outhwestern lowa 
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JUNE 1 
Sports "USeMb Ip 

Nery Popular 

9,776 Orders 


& 996,560 patterns 


were ordered by women readers of The News, 


Frilly dross fp New York’s Picture Newspaper in 1934. A pattern is offered 
45 i ” each day, sells for 10c. More than 60% of the pattern orders 
are signed “Mrs.” Large sizes, children’s clothes and sports 
apparel lead in popularity. No newspaper in this country 
sells as many patterns as The News; few women’s magazines - 
sell more. And remember, these patterns come only from 
women readers who like to sew, a fraction of the total! 

This pattern volume indicates an annual sale of at least 


$2,500,000 in dress goods—and a market for other merchan- 


dise of more than a billion dollars! They indicate the largest 
APhIL » 


local home market available through any medium, the largest 


CANIS & gorp 
E be in woman audience in New York, and a degree of reader con- 
r fidence and responsiveness few publications can show. And 
they confirm the judgment of retail advertisers who made 
é The News the national leader in Retail Advertising in 1934. 


With more than 1,650,000 circulation daily and in excess 
of 2,500,000 Sunday— reaching two-thirds of the families 
in the richest metropolitan market in the United States 
—The News is your best business getting opportunity in 


1935. Are you spending enough on The News this year? 
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ADVERTISING IN 
DAILIES UP 9% 
IN PAST MONTH 


New York, March 14.—The volume 
of newspaper advertising, on the up- 
grade for more than a year, continued 
to show increases in February, Ap- 
VERTISING AGE’s analysis of lineage 
figures supplied by Media Records, 
Inc., shows. 

In February, the newspapers in 81 
cities measured by Media records car- 
ried 124,601,499 lines of advertising, 
compared with 118,833,080 in Febru- 
ary, 1934. This is a gain of 5,768,419 
lines, or almost 4.9 per cent. 

The largest increase during the 
month, as compared with the same 
month of last year, was registered in 
classified lineage, which advanced 
from 17,478,794 to 19,409,818 for a 
gain of 1,931,024 lines or 11 per cent. 

Retail lineage showed the next 
highest gain, the papers measured 
carrying 72,104,215 lines in Febru- 
ary, compared with 66,125,929 lines 
last February, for a gain of 5,978,286 
lines or nine per cent. 


Automotive Copy Off 


Automotive lineage decreased 
slightly from the 6,100,307 lines car- 
ried last year, the 1935 total being 
5,997,815 lines. This is a loss of 
102,492 lines, or about 1.7 per cent. 

Financial lineage, which has shown 
consistent weakness for several 
years, continued its nose dive with 
a loss of 13.3 per cent over 1934. 
The 1935 total was 2,332,091 lines, 
a drop of 358,820 lines from the 1934 
total of 2,690,911 lines. 

General lineage was up slightly 
during the month, increasing by 307,- 
241 lines from the 24,391,705 figure 
of last year to 24,698,966. This is a 
gain of about 1.3 per cent. 

A detailed tabulation, showing the 
performance of each of the 81 cities 
measured, appears in the adjoining 
columns. 


Insurance Campaign 


Account to Y. & R. 


Young & Rubicam, Inc., New York, 
has been named by M. A. Linton, 
chairman of the 1935 Life Insurance 
Week Committee, and president, 
Provident Mutual Life Insurance 
Company, Philadelphia, to handle ad- 
vertising for the 1935 Life Insurance 
Week campaign. 

The campaign will be observed dur- 
ing the week of May 13. Newspaper 
advertising will form the backbone of 
the drive. 


Limits Volume of 
Liquor Advertising 

The volume of alcoholic beverage 
advertising will be definitely limited 
to a maximum of 12 pages per issue 
starting with the April numbers of 
Hotel Management, Restaurant Man- 
agement and Hotel World Review, 
published by Ahrens Publishing Com- 
pany, New York. 

Editorially, Ahrens Publications 
will continue the “Beverage Profits” 
feature each month. 


Wright Leaves KTAB 


Franke Parke Wright has resigned 
as general sales manager of station 
KTAB, San Francisco, a position he 
assumed in April, 1934. 


FEBRUARY 


NEWSPAPER ADVERTISING LINEAGE 


Total 


FOR 1935 AND 1934 IN 82 LEADING CITIES 


SSS 


OMealia Outdoor = Co. 


Harry OMeala, President. 


THE O’MEALIA OUTDOOR ADVER- 

TISING PLANTS 
EXCELLENT SERVICE, STRATEGIC 
LOCATIONS, UNIFORM DISTRIBUTION. 


Total 
(Including (Including 
City Retail General Automotive Financial Classified Legal) City Retail General Automotive Financial Classified Legal) 
1935 1,027,652 205,115 52,011 13,805 242,834 1,564,850 1935 973,307 369,518 62,629 22,136 373,344 1,808,722 
eS eee 1934 1,019,117 85,881 88,645 14,743 178,775 1,498,242 | Milwaukee ...1934 1,123,192 409,433 66,511 20,641 232,298 1,867,462 
Diff +8,535 +19,234 —36,634 —938  +64,059 + 66,608 Diff —149,885 —39,915 —3,882 +1,495 +141,046 —B58,740 
1935 728,163 368,778 $1,927 36,116 196,107 1,437,101 1935 996,695 345,584 49,634 18,872 235,568 1,665,601 
*Albany ...... 1934 748,581 353,494 121,402 36,742 188,364 Minneapolis ..1934 798,230 341,971 69,692 20,046 229,090 1,475,532 
Diff —20,418  +15,284 —39,475 —626 + 7,743 Diff + 198,465 +3,613  —20,058 —1,174 +6,778  +190,069 
1935 349,761 106,001 46,376 8,004 69,766 1935 1,461,735 515,669 58,985 53,564 262,755 2,870,286 
Albuquerque... .1934 308,953 102,582 59,999 11,070 17,381 Montreal ..... 1934 1,524,526 479,214 67,913 99,275 242,522 2,433,156 
Diff  +40,808 +3,419 —13,623 —3,066 —7,615 0,927 Diff —62,791  +36,455 —8,928 —45,711 +20,233  —62,870 
1935 984,780 339,702 74,923 44,295 272,018 1,719,850 1935 444,258 182,059 48,143 28,420 100,025 307,090 
Atlanta ...... 1934 889,975 335,604 85,747 56,207 242,961 1,631,338 | "Nashville 1934 379,165 185,800 34,082 22,521 90,899 716,381 
Diff +94,805 +4,098 —10,824 —11,912 +29,057 +88,512 Diff  +65,093 —2,741 = + 14,061 + 5,899 +9,126  -+90,709 
1935 203,357 98,702 22,385 106 38,842 400,087 1935 1,026,917 291,445 66,223 32,710 407,383 1,914,899 
‘Atlantic City.1934 185,674 76,483 16,651 3,470 35,640 328,350 | Newark ...... 1934 1,108,926 288,540 69,957 41.508 219,732 1,834,024 
Diff +17,683 +22,219 + 5,734 —3,364 43,202 +71,737 Diff —82,019 + 2,905 —3,734 —8,798 +187,651  +80,875 
1935 1,432,562 522,001 103,145 38,746 428,501 2,544,684 1935 1,380,935 371,671 71,008 27,919 383,723 2,318,502 
*Baltimore ...1934 1,316,259 555,760 103,363 46,383 402,432 2,452,602 |New Orleans...1934 1,286,212 372,858 63,567 25,163 367,885 2,174,572 
Diff +116,303 —33,759 —218 —7,637 +26,069  +92,082 Diff  +94,723 —1,287 +7,441 +2,755  +15,838 +143,930 
1935 656,405 261,290 79,391 29,741 127,959 1,158,081 1935 4,170,003 1,703,245 171,396 220,447 775,648 7,073,436 
Birmingham ..1934 560,821 271,352 46,984 34,067 100,590 1,027,993] *New York....1934 3,823,961 1,652,544 132,942 240,262 773,165 6,650,115 
Diff +95,584 —10,062 +32,407 —4,326  +27,369  +130,088 Diff +346,042 +50,801 +38,454 —19,815 +2,483 + 423,320 
1935 2,082,601 904,695 186,187 79,467 426,041 3,721,410 1935 492,441 185,913 46,149 28,747 240,618 1,269,960 
2*Boston ..... 1934 2,059,301 895,744 163,087 111,385 417,717  3,690,934| Brooklyn ..... 1934 532,532 204,555 43,052 35,030 298,962 1,272,866 
Diff +23,300 +8,951 +23,100 —31,928 +7,824  +30,476 Diff —40,091 —18,64z + 3,097 —6,283 —58,344 —2,906 
1935 1,130,434 355,959 85,813 29,889 219,822 1,834,274 1935 316,452 56,705 20,763 4,806 29,415 445,823 
Buffalo ...... 1934 903,361 377,110 60,661 45,633 208,074 1,610,327] Niagara Falls.1934 256,797 61,650 13,863 9,708 18,269 377,790 
Diff +227,073 —21,151 +25,152 —15,744  +11,748  +223,947 Diff +65,655 —4,945 + 6,400 —4,912 +11,146 + 68,033 
1935 244,570 100,122 29,246 5,496 59,046 470,079 1935 544,443 239,684 57,219 18,571 299,898 1,167,387 
SCamden ..... 1934 262,676 105,853 23,819 8,628 51,783 494,995 | Oakland ..... 1934 534,439 239,654 66,765 14,625 277,841 1,138,508 
Diff —18.106 —5,731 + 5,427 —3,132 +7263  —24,916 Diff  +10,004 +30 —9,546 +3,946 +22,057 + 28,879 
1935 1,880,012 749,840 84,264 62,653 $51,347 3,671,533 1935 670,955 261,919 66,784 17,418 206.198 1,226,149 
*Chicago ..... 1934 1,841,064 784,286 102,047 54,577 772,558 3,616,967 | Okla. City 1934 658,712 262,489 76,289 21,595 192,937 1,215,387 
Diff +38,948 —34,446 —17,783 +8.076  +78,789  +54,566 Di +12,243 —570  —10,005 —4,177  +13,261 * +9,762 
1935 533,029 157,422 52,659 18,262 108,319 $66,656 1935 716,591 228,986 47,325 7,410 159,466 1,161,125 
Chattanooga ..1934 411,748 144,760 28,318 26,814 100,740 716,513 |*Omaha ...... 1934 682,750 237,381 117,669 7,933 181,165 1,230,267 
Diff +111,281 +12,662 424,341 —8,552 +7,579  +150,143 Diff +33,841 —8,395  —70,344 —52 —21,699 —69,142 
1935 990,816 396,880 95,082 33,605 336,229 1,869,528 1935 1,039,791 311,979 75,687 10,496 202,778 1,647,820 
Cincinnati ....1934 889,017 378,429 61,698 55,093 295,765  1,694,449| Peoria ....... 1934 1,077,290 319,713 123,000 20,22 179,362 1,736,254 
Diff +101,.799 +18.441 +33.384  —21,488  +40,464  +175,079 Diff —37,599 —7,134 —47,318 —9,724 +23,416 —88,434 
1935 1,132,744 443,491 113,912 31,046 281,347 2,108,827 935 1,931,718 775,743 123,870 61,013 482,185 3,518,396 
Cleveland ....1934 1,082,971 399,268 69,865 33,420 256,320 1,848,806 |%Philadelphia .1934 2,158,722 915,538 92,514 73,812 520,542 3,884,298 
Diff +49,773 +44,123  +44,047 —2,374  +25,027 +160,021 Diff —227,004 —139,795 +31,356 —12,799  —38,357 —365,902 
1935 921,001 292,503 65,495 55,429 226,103 1,615,959 1935 534,659 171,472 79,819 8,551 142,834 939,170 
Columbus -1934 921,85 291,185 59,177 51,666 217,989 1,557,853 | Phoenix ...... 1934 507,351 162,540 76,992 6,151 124,607 879,281 
Dift —s04 +1,318 + 6,318 + 3,763 +8114  +58,106 Diff  +27,308 + 8,932 + 2,827 +2,400  +18,227 +59,889 
1935 1,438,973 336,353 110,967 37,128 321,649 2,256,163 1935 1,722,038 495,794 99,460 17,332 305,901 2,727,320 
Dallas .......1934 1,438,039 398,788 78,610 37,304 294,929 2,256,519] *Pittsburgh ..1934 1,607,663 526,743 68,885 18,641 254,922 2,552,935 
Diff +944 —62,435 +32,357 —176  +26,720 —356 Diff +114,375 —30,949  +30,575 —1,309  +50,979 = +174,385 
1935 1,059,412 266,288 82,895 25,101 780,149 1,742,921 1935 706,022 303,637 52,612 14,489 288,143 1,367,469 
Dayton ...... 1934 1,031,955 258,017 64,058 27,510 242,841 1,649,197] Portland .....1934 601,350 295,282 65,216 18,118 254,504 1,236,652 
Diff  +27,457 +8,271 +18,837 —2,409 = +37,308  +93,724 Diff + 104,672 +8,355  —12,604 —3,629 + 33,639 +130,817 
1935 636,542 212,971 79,516 13,949 218,995 1,176,779 1935 810,635 266,895 128,224 39,956 204,045 1,504,882 
Denver ...... 1934 594,239 227,588 111,158 18,960 197,380 1,160,504 | Providence 1934 747,739 259,352 121,059 50,786 189,259 1,414,126 
Diff +42,303 —14,617 —31,642 —5,011  +21,615  +16,275 Diff  +62,896 + 7,543 +7,165 —10,830 +14,786  +90,756 
1935 152,289 237,464 63,026 9,704 185,621 949,616 1935 635,618 172,702 78,048 13,905 102,732 1,037,444 
Des Moines....1934 441,613 225,266 92,192 15,432 163,029 941,579 | Reading ..... 1934 611,746 183,274 39,312 20,239 101,531 990,783 
Diff +10,676  +12,198 —29,166 —5,728  +22,592 + 8,037 Diff  +23,872 —10,572  +38,736 —6,334 +1201 +46,661 
1935 1,453,733 549,578 108,549 47,395 575,354 2,736,239 1935 806,687 236,457 82,434 28,634 178,166 1,341,955 
*Detroit ...... 1934 1,314,215 516,433 119,824 55,003 440,684 2,449,018 | Richmond 1934 637,311 176,645 103,820 34,473 170,457 1,132,332 
Diff +139,518 +33,145 —11,275 —7,608 +134,670  +287,221 Diff +169,376  +59,812 —21,386 —5,839 +7,079  +209,623 
1935 299,449 76,673 23,481 14,381 37,024 461,609 1935 1,148,639 368,180 112,827 40,700 270,471 1,960,988 
Easton .......1934 290,280 85,485 25,709 11,430 37,622 457,808 |*Rochester ...1934 1,059,228 339,702 66,658 60,888 284,652 1,797,271 
Diff + 9,169 —8,812 —2,228 + 2,951 —598 + 3,801 Diff +89,411 +28,478  +46,169 —20,188  +35,819 +163,717 
1935 405,157 140,621 41,870 5,429 119,712 726,770 1935 576,757 273,983 104,521 24,059 188,835 1,176,391 
El Paso....... 1934 481,772 116,124 44,780 6,545 108,700 768,357 | Salt Lake City.1934 594,574 241,863 74,857 23,324 168,688 1,110,195 
Diff —76,615 +24,497 —2,910 —1,116  =+11,012  =—41,587 Diff —17,817  +32,120 +29,664 +735  +20,147  +66,196 
1935 444,121 204,306 62,640 11,630 170,861 923,674 1935 658,828 289,660 75,640 34,883 364,790 1,434,445 
Brie .........1984 442,097 213,468 57,960 14,295 193,427 950,468 |*San Antonio. .1934 634,551 298,047 70,131 31,693 301,850 1,349,567 
Diff + 2,024 —9,162 + 4,680 —2:665 —22,566 —26,794 Diff  +24,277 —8,387 + 5,509 +3,190  +62,940 +84,878 
1935 775,785 191,491 84,582 21,644 122,329 1,208,744 1935 721,441 310,019 95,821 34,055 281,842 1,455,320 
Evansville ...1934 586,072 178,669 90,700 25,647 126,060  1,023,228|San Diego..... 1934 717,951 329,776 133,669 30,508 252,563 1,478,966 
Diff +189,713  +12,822 —6,118 —4,003  —3,731  +185,516 Diff +3,490 —19,757 —37,848 +3,547  +29,279  —23,646 
1935 217,370 95,685 35,017 3,679 22,487 380,068 1,061,933 590,120 115,759 46,742 624,543 2,457,230 
Fall River....1934 190,002 82,824 25,040 6,828 24,654 336,236 | *San Francisco.1934 1,967,719 596,431 102,202 59,232 539,223 2,882,930 
Diff +27,368  +12,861 +9,977 —3,149 —2,167  +43,832 Diff —5,786 —6,311  +13,557 —12,490 +85,320  +74.300 
1935 648,107 187,010 57,686 14,397 131,746 1,074,674 1935 701,027 381,744 74,597 22,72 396,735 1,584,030 
Ft. Wayne....1934 557,251 179,182 36,112 22,790 104,720 944,390 |Seattle ....... 1934 690,098 371,037 73,210 18,303 352,096 1,519,297 
Diff  +90,856 +7,828  +21,574 —8,393 +27,026 +130,284 Diff +10,929  +10,707 +1,387 44,417 +44.639 464.733 
1935 450,684 247,710 41,276 17,518 170,064 936,008 1935 354,172 130,545 31,250 3,432 79,618 603,945 
Ft. Worth..... 1934 462,72 299,797 57,363 14,316 143,455 988,799 | "Sioux City....1934 369,886 153,833 37,692 5,528 100,269 672,421 
Diff —12, O42 52.087 16,087 +3,202 +26,609 —52,791 Di —15,714 —23,288  —6,442 —2,096 —20,651 —68.476 
1935 203,294 37,756 31,137 11,667 72,421 389,805 1935 624,574 163,960 35,760 15,025 134,700 987,814 
Freeport- 1934 193,877 47,936 14,280 9,753 62,130 357,090 |South Bend...1934 598,263 148,358 90,139 25,365 95,359 968,117 
Hempstead. . Diff +9,417  —10,180  +16,857 +1,914 410,291  +32,715 Diff +26,311 +15,602 —54,379  —10,340 +39.341 +19,697 
1935 252,046 53,422 16,962 17,481 21,857 367,268 1935 487,08: 236,016 62,538 25,686 172,859 991,123 
Glens Falls....1934 269,691 55,793 9,620 18,755 24,235 321.729 | Spokane ..... 1934 436,928 202,819 50,059 21,121 123,062 837,579 
Diff + 43,355 —2,371 + 7,342 —1,274 —2,378 + 45,539 Diff +50,154 +33,197  +12,479 +4,565  +49,797 +153,544 
1935 367,506 181,829 43,219 12,235 62,145 682,409 1935 1,256,261 415,036 75,865 28,576 408,023 1,187,831 
‘*Harrisburg.. .1934 284.643 172,796 31,734 13,633 56,363 572,572 |St. Louis......1934 1,232,821 428,093 15,555 26,955 394,529 2,163,457 
Diff  +82,863 +9,033 411,485 —1,398 +5,782  +109,837 Diff _+23,440 =—13,057 +310 —3,380  +13,494 +424,374 
1935 $27,222 258,593 79,868 42,712 102,968 1,321,803 1935 761,764 342,735 $3,501 33,625 198,003 1,561,899 
Hartford ..... 1934 813,773 235,121 59,564 45,810 108,567 1,774,675 | *Syracuse ....1934 827,415 316,969 132,991 31,467 207,689 1,607,453 
Diff +13,449 +23,472  +20,304 —3,098 —5,599  +47,128 Diff —65,651 +25,766 —49,490 + 2,158 —9,686  —45,554 
1936 330,179 285,793 110,811 18,187 316,066 1,573,719 1935 393,724 178,572 75,818 8,567 189,163 848,569 
Houston ..... 1934 705,226 271,161 124,113 19,094 247,701  1,383,562| Tacoma ...... 1934 378,207 181,153 76,403 14,368 173,216 827,837 
Diff +124,953 +14,632 —13,302 —907  +67,355  +190,157 Diff  +15,517 —2,581 —585 —5,801 +15,947 = + 20,732 
1935 1,028,597 297,772 84,881 28,320 347,393 1,793,689 1935 785,609 219,435 59,414 23,125 135,494 1,278,436 
Indianapolis ..1934 918,667 299,279 118,381 44,290 335,454 1,735,081] Toledo .......1934 644,043 213,959 132,471 24,248 126,988 1,147,635 
Diff +109,930 —1,507 —33,500 —15,970  +11,939  +58,608 Diff  +141,566 +5,476  —T73,057 —1,123 +8,506  +80,801 
1935 567,383 266,096 81,900 22,744 166,269 1,111,908 1935 1,598,511 557,889 73,540 68,938 551,173 2,862,271 
Jacksonville ..1934 479,917 188,782 65,477 26,214 180,446 948,838| Toronto ......1934 1,696,347 547,259 60,928 130,489 491,431 2.937.314 
Diff +87,466 +77,314  +16,423 —3,470 —14,177 _+163,070 Diff  —97,836 +10,630 +12,612 —61,551 +59,742 -—75.043 
1935 357,861 97,219 29,076 11,193 59,209 570,130 1935 338,165 112,199 27,939 15,175 40,777 547,609 
Jamestown ...1934 356,642 110,436 14,817 16,839 57,026 571,309 | Trenton ...... 1934 307,722 93,819 51,508 16,761 40,919 523,491 
Diff 41,219 —13,217 +14,259 —5,644 42,183 —1,179 Diff +30,443 +18,380 —23,569 —1,586 —142-+:24,118 
SKansas City..1935 396,844 304,622 73,649 18,220 282,983 1,614,662 1935 586,378 165,536 47,395 13,565 158,098 972,143 
1935 539,988 143,052 35,949 30,310 117,583 880,115 | Tulsa -....... eed oatty 164,063 51,008 12,152 182,820 971,033 
Knoxville ....1934 410,331 150,024 39,739 29,287 $3,683 718,185 te im _ + 1,473 —3,613 +1,413  —24,722 + 1,010 
Diff +129,657 —6,972  —3,790 +1,023 +36,062  +161,930 ,185,7 622,429 141,983 34,437 569,958 3,602,903 
1935 1,540,930 606,166 136,483 50,507 768,197 3,104,425 | ° Washington = ase 580,211 113,708 50,377 472,616 2.988.472 
*Los Angeles..1934 1,395,067 599,602 241,150 58,392 648,567 2,945,497 +485,392 442,218 + 28,275 —15,940 +97.342 +4'614/431 
Diff +145,863 +6,564 —104,667 —7,885  +119,630 +158,928 1935 1,352,544 340,712 174,578 69,097 212,635 2,368,491 
1935 214,809 68,678 36,667 2,914 20,125 346,528 ba pad oe oe of 338,731 137,286 73,858 196,810 2,369,760 
Manchester ..1934 189,573 60,878 25,920 5,847 22,657 310,548 FOUp .-+++e es —12,317 +1,981 + 37,292 —4,761 +15,825 11269 
Diff  +25,236 +7,800 +10,747 —2,933 —2,532 + 35,980 1935 708,120 270,674 82,382 9,988 248,051 1,324,931 
1935. 694,485 191,935 74,256 22,905 160,227 1,145,926 | Wichita ...... MM MMM ae Me 22,085 210,430 1,227,153 
SMemphis ....1934 | 616,527 191,817 90,844 18,861 139,605 1,060,581 D +102,178 + 35,695 —68,578 = 12,097 +.37,621_ «+ 97,778 
Diff +77,958 +118  —16,588 44,044 +20,622 485,344 935 1,212,761 280,686 66,254 14,544 98,543 1,697,975 
Wilkes-Barre..1934 1,065,017 261,247 67,673 22,853 103,245 1,536,433 
Diff +147,750  — +19,439° = —-1419  —8'309 —a'z02 4'161'542 
1935 674,784 251,149 77,156 22,640 122,04 
Worcester ....1934 607,191 244,081 63,070 25,402 iat eer tg 
Diff + 67,593 +7,068  +14,086 —2,762 $10,479 = +:111,417 
1935 522,691 173,648 92,335 6,275 129,62 29,82 
Youngstown ..1934 509,765 175,932 44.421 10,454 eel? 336,178 
Diff +12,926 —2,284  +47,914 —4,179 « +39,603 = + 93.653 
1935 72,104,215 24,698,966 6,997,815 2,332,691 19,409,818 
‘Totals .......1934 66,125,929 24,391,705 6,100,307 2,690,911 17478.794 118 eat O80 
f Diff +5,978,286 +307,241 —102,492 358,820 +1:931,024 +65,768.419 


References: All outdoor advertising agencies. 


Jersey City,N. J. 


*“American Weekly” lineage included. 
1“Press Union,” morning and evening, 
edition, morning, is shown. 
“Globe,” morning and evening, 
ning, is shown. 
8“Courier,” evening, 
“Courier” only is shewn. 
‘Evening News” carries the same amount of advertising as the 


5Includes Kansas City, Kan., and Kansas City, Mo. 
ers. ‘“‘Star,’’ evening, and ‘*Times,"’ 
only is shown. 


*-Tennesseean,”’ morning and evening, sold in combination only. 
ing edition only is shown. 


™ Journal,” is an all-day paper. One edition only is measured. 


$1934 figures include the advertising of ~ ) a Led pe ” 
which discontinued publication April 15, 193 ser’ and "Sunday Ledger 


sold only in combination. Lineage of one 


sold in vombination. Lineage of one edition, eve- 


and “Fost,"’ morning, is sold in combination. Lineage of 
“Patriot.” 


Figures supplied by publish- 
morning, sold in combination. Lineage of ‘Star’ 


Lineage of morn- 


*Kansas City figures not includ-d in these totals, 


—Media Records, Incorporated. 
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March 16, 1935 


ADVERTISING AGE 


AUTOMOTIVE 


Gasolines & Oils 

Colonial heceee Oil Co. 

Gulf petnins Co. 

Pure Oil C 
Richfield Oil Corp. 
Shell Eastern Petroleum Prod., Inc. 
inclair Refining Co. 
Socony-Vacuum Oil Co., Inc. 
Suatied Oil Company of New 


sey 

Tidewater Oil Sales Corp. 

Wolverine Empire Refining Co 
Parts & Accessories 

A. C. Spark Plug 

Champion peers Plugs 

Fisher Bodie 

Sitter tiwene- -Ford Safety Glass 

Consolidated Motor Parts. Inc. 
Passenger Cars 

Auburn 

Buick 

Cadillac 

Chevrolet 

Chrysler 


Esse 
Ford 
Franklin 

} Seow Motors Institutional 
Graham 

Hudson 

Hupmobile 

Lafayette 

La Salle 

Lincoln 

Nash 

Oldsmobile 

Packard 

Pierce-Arrow 

Plymouth 

Pontiac 


Reo 
Studebaker 
Terraplane 

Willys 
Tires & Tubes 
Firestone 
Goodyear 
Overman 
United States 
Trucks & Tractors 
Chevrolet 
Dodge 


Ford 

General Motors 
International 
Reo 


ALCOHOLIC BEVERAGES 


Beer 
Ballantine Ale 
Browsers’ Board of Trade 
Budweiser 
Bulldog’s Guinness 
Burke's Ale 


Ae a po 
ad Guinness 
Arthur Guinness Son & Co. 
seers 
ng’s 
Lion's Ale 
Pabst Blue Ribbon 
Ruppert's 
Schaefer 
Schlitz 
Trommers 


Liquors 
bbotts Bitters 
Albuerne Rum 
Alliance Dissributors 
Ambassador Scotch Whiskey 
Angostura Bitters 
Asturr Trading Corp. 
Antiquary Scotch Whiskey 
Austin, Nichols & Co. 
Bacardi & Co. 
Banfi Products Corp. 
eg | & - 
erry Bros. aed 
Black and Whi 
Black Label Roe Whiskey 
Bolero Rum 
Bonded Brands 
Brown-Forman 
Brown Wright & Co., Inc. 
Browne Vintners 
Calvert Whiskey 
Canada Dry Liquors 
Carstairs Rye Whiskey 
Cinzano Vermouth 
Cockspur Rum 
Continental Distilling Corp. 
Cointreau Liqueur 
Cosmopolitan Club 
Dewars 
Duer & Connett, Inc. 
Dunbar’s Scotch Whiskey 
rf, B. B. 
Dunhill’s Scotch Whiskey 
Distiller’s Agency, Ltd. 
Distillers & Brewers 
Dixie Belle Gin 
Duncan's Highland Whiske: 
Edwin Charley's Jamaica Rum 
F. C. G. Importers 
Fleischmann’s Dry Gin 
Foreign Vintages, Inc. 
Frankfort Distilleries 
Gants, M. 
General Wines and Retsiee Corp. 
George Roe Irish Whiskey 
Gilbey’s London Dry Gin 
Gooderham & Worts 
Gordon's Dry Gin 
Grand Marnier Cognac 
Guckenheimer Whiskey 
Haig and Haig Whiskies 
Hanky Bannister Whiskey 
Harter & Werner 
Hasco Trading Corp. 
House of McAteer, Tae,, The 
Hildick’s Apple Brandy 
Hillcrest Whiskey 
Hoffman's Se Co. Liquors 
Hunter Baltimore Rye 
ohn Haig Scotch Whiskey 
p- y alker Red Label 
Whiskey 
_ Marcus Liqueurs 
ird’s Apple Jack 
London Tower Dry Gin 
Maywood’s Whiskey 
McCallum’s Scots Salthey 
McConn & Co., James 
McKesson & Robbins 
Edmund Melhado 
Mexican American Habanero Co. 
Milshire Dry Gin 
Mission Dry 
Molloy & Co., T. J. 
Monnet Cognac 
Mouquin 
Myer’s Jamaica Rum 
National Distiller’'s Whiskey 
N. Y. Distillers Products 
North American Continental Corp. 
Nuyens Grenadine 
Old Collins Dry Gin 
Old Colony Dry Gin 
Old Methusaleh 
Old Ruxton Rye Whiskey 
Olde Tyme Distillers, Inc. 
Old Viscount Gin 
Park, Benziger Co. 
Park and Tilford 
Penn. Maryland Products 
Peter Dawson Whiskey 
Picker Linz 
Pilgrim Rum 
Taylor, W. A. 
Williams, R. C. 
Reo Distillers Liquor 
Republic ee \saamaeaad 
Royal Box Dry 
Sandy MacNab Whiskey 
Schenley Products 
Seagram's 
Shaw, Alex D. 
Silver Wedding Gin 
Smirnoff Vodka 


York Times last year. 


omitted. 


ALCOHOLIC BEVERAGES—Cont. 


Somornes } Gapertem, Ltd. 
Soaica Vodka 

Spirits Club 

Walker, Hiram, and Sons 
Weston's Whiskey 

Wile Sons & o ulius 
Wilkinson, Gaddis & Co. 
Wilson El-Bart Corp. 
White Horse Whiskey 


ines 

Balior Italian Vermouth 
Burdon Sherry 
Bisceglia's Greyetene Wine 
Brolio Chianti 

Cella Bros. 

Continental Fruit Product 
Florin Marsala 
Gambarelli & Davitto 
Gandolfi 

Goldberg Wines 

Italian Wine Association 
Lanson Champagne 
Lefournier Champagne 
Lyons Belvista Wines 
Mercier Champagne 
Mondette Wines, Inc 
Pierre Bonard Wines 
Pol Bennet ye 
Roncallo, 

Spitzer Bros. 

Virginia Dare Wine 


BUILDING MATERIALS 


Hodgson Houses 
Inclinator 

Portland Cement 
Sears Roebuck & Co. 
Shepard Home Lift 
Watson Elevator Co. 


ELECTRICAL APPLIANCES 
AND SUPPLIES 


Refrigerators 
Frigidaire 
General Electric Commercial Re- 
frigerator 
General Electric 
Kelvinator 


Miscellaneous 

Burroughs Health Window 

Carrier Weathermakers 

Emeralite Lam 

Frigidaire Air Conditioner 

Gen. Elec. Air Circulator 

Gen. Elec. Air Conditioning Equip. 

Gen. Elec. Fans 

ag 
Y. Edison System 

| WM... 

Standard Campbell Air Cond. Unit 

York Air Conditioner 


FOOTWEAR 


W. L. Douglas 
Daniel Green Slippers 
Matrix 

I. Miller 

Nettleton 


FURNITURE AND HOUSEHOLD 


Bissell Sweeper 

Craftsman Radiator Cabinet 
Gulistan Rugs 

Hall & Sane (Frank A.) Prod. 
Kanster-Hamburg Rad. Cabinets 
Karastan Rugs 

Lundstrum Sectional Bookcase 
Martex Towels 

Ozite Rug Cushion 

Simmons 


GROCERIES 


Baking Products 
uplets 
Flako Pie Crust 
Loose-Wiles Sunshine Biscuits 
Richardson and Robbins Plum 
—— 
Thomas’ Raisin Bread 
Uneeda Biscuit 
United Bread 
Beverages & Soft Drinks 
Horlick’s Malted Milk 
India Tea Bureau 
ex? Maté 
ellogg’s Kaffee Hag Coffee 
alt-O-Egg 
Stestinasete Coffee 
Sanka Coffee 
Sunsweet Prune Juice 
Tao Tea Balls 
White Rose Tea 
Canada Dry Beverages 
eepes Club Ginger Ale 
fman Beverages 
Mountain Valley Water 
Poland Water 
Saratoga Mineral Water 
Vichy Celestin 
Wayne County Cider 
Welch's Grape Juice 
White Rock Water 
Cereals and Breakfast Foods 
Kellogg’s All Bran 
Kellogg's Corn Flakes 
Rippled Wheat 
Shredded Wheat 


| FIRST 


inthe WORLD | 


in National Advertising 


The New York Times in 1934 published more National Advertising than any other publication in 
the world—4.242.863 lines—and increased its lead in the percentage of the New York field. The gain of 


the Times last year over 1933 was 630,629 lines. Here isa partial list of National Advertisers in The New 


Due to limited space, those using less than 500 lines and Hotels and Resorts are 


GROCERIES—Continued 


Condiments 
Cary'’s wapiend Maple Syrup 
Domino Cane Sugars 
Heinz Tomato Ketchup 
Lea and Perrins Sauce 
Maggi's Seasoni 
Planters Hi-Hat Oil 
U. S. Cane Sugar Refiners 
Worcester Salt 
Dairy Products 
Associated Milk Industry 
Bel Paese Cheese 
Borden's Cheese 
Borden's Golden Crest Milk 
Dellwood Milk 
Pabst-Ett Cheese 
Sheffield Farms Sealect Milk 
Disinfectants and Exterminators 
Larvex 
Meats and Fish 
Davis, Frank E., Fish Products 
obel’s Meats 
Green Fae Brand Meats 
Long Island Oysters 
Richardson and Robbins Boned 
hicken 
Smithfield Meat Products 
hite’s Hams 


Soaps, Cleansers and Polishes 
Babo 


Bon Ami 

Chipso Flakes 
Ivory Flakes 
Ivory Soap 
Johnson's “Glo. Coat 


's 
Old Dutch a 


Ss. O. S. 
Silver Dust 
Soups 
Heinz Sou: 
Hormel's 
a ~~ ond Robbins Chicken 
t 


ro 
White Rose Consomme Madrilene 
Miscellaneous 
A. P. W. Paper 
Rome Dates 
ooper’s Oxford Marmalade 
Gor 8 Gelatine 
ris: 
Florida Grapefruit 
Hartley's Jam 
Heinz Products 
Hip-O-Lite 
Ken-L-Ration 
Kre-Mel Desserts 
atapar 
Red Heart Dog Food 
Scott Paper 
Sunkist Lemons 


HEATING AND PLUMBING 


Heaters and Stoves 
Delco-Heat Boiler 
Spencer Boiler 
Oil Burners 
Branford 
elco 
Doe 
General Electric Oil Furnace 
Gilbarco 
Petro Nokol 
uiet May 
imken Silent Automatic 
Gar Woo 
Williams Oil-O-Matic 
Master Craft 
Miscellaneous 
American Radiator, Standard Sani- 


tar. 
“blue coal” 
Carbo-Coal 
Consolidated Gas Co. of New 


York 
Koppers’ Seaboard Coke 


INSURANCE 


American Credit Indemnity Co. 

Amer. Mutual Liability Ins. Co. 

Equitable Life Assurance Society 
of the United States 

Home Life Insurance Company 

Liberty Mutual Insurance Co. 

Maryland Casualty Co. 

North American Accident Insur- 
ance Co. 

Phoenix Mutual Life Insurance Co. 

Postal Life Insurance Co. 

Provident Mutual Life Insurance 


0. 
Prudential Insurance Co. 
The Travelers Insurance Co. 


JEWELRY 
Swank Products 


MEDICAL 


Acousticon 

Bayer Aspirin 

Bell-Ans 

Bengué, Baume 

Crown Smelling Salts 

Cuticura Ointment 

McKesson's Vitamin Concentrated 
Tablets 

Midol 

Ovaltine 


MEDICAL—Continued 


Phillips Milk of Magnesia 
Pluto Water 

Poslam 

Resinol Ointment 

Scholl's Zino Pads, Dr. 
Scott's Emulsion 

Siroil 

Squibb Adex 

Squibb Aspirin 

Vick’s Products 
Walker-Gordon Acidopholus Milk 


MEN'S WEAR 


Cohen, Goldman & Co. 

Dobbs Hats 

Du-Ons Underwear 

Hart Schaffner & Marx 

Interwoven Socks 

Knothe Bros. Co. 

Knox Hats 

Leed's Coats 

Maenson Clothes 

Mallory Hats 

Nat'l. Woolens and Trimmings As- 
sociation 

O. K. Knee Pants 

Paris Garters 

Stetson Hats 

Wilson Bros. Faultless Nobelt 
Pajamas 


MISCELLANEOUS 
Confectioners 
Schrafft’s Candy 
Bipeetinn teott ta 
ews: r Institute o' merica, 
N.Y. 


New York Universit 
Sherwin Cody Schoo 
Seeds and Nurseries 
Burpee Seeds 
Henderson, Peter 
La Bars Estates 
Miscellaneous 
Doremus & C 
Frank, Albert, ‘Gunther-Law, Inc. 
Glattfelter Co., P. H 
Glover's Animal Medicine 
Hartmann Trunks 
Leipzig Trade Fairs 
iy Co. 
Polk & Co. y 
Prentice Slide Fastener 
R. C. A. Victor Records 
Remedies 
rd od Seal 
Telephone Sehuee 


OFFICE EQUIPMENT 


Burroughs Adding Machine Co. 
Chilton Pens 

Comptometer 

Oxford Files 

Parker Pens 

Pronto Files 

Remington-Rand 

Sheafter's Pens and Pencils 
Waterman's Pens and Pencils 


PUBLICATIONS 


Appleton, D.-Century Co., Inc. 
Arden Book Co. 

Black, Inc., Walter J. 

Blue Ribbon Books, Inc. 
Bobbs Merrill Co. 
Book-of-the-Month Club, Inc. 
Burroughs, Inc., Edgar Rice 
Collier & Son Co., P. F. 
Covici, Friede, Inc. 
Coward-McCann, Inc. 

Crime Club, The 

Crowell Co., Thomas Y. 

Day Publishing Co., John 
Dodd, Mead & Co. 
Doubleday, Doran £ Co., Inc. 
Dutton & Co., E. 
Encyclopaedia Bicietes, Inc. 
Falcon Press 

Farrar & Rinehart, Inc. 


win Co., William, Inc. 
Greenberg 
Grolier Society 
Harcourt, Brace & Co. 
Harper & Brothers 
Holt & Co., Henry 
Houghton Mifflin & Co. 
Kendall & Sharp, Inc. 
King, Inc., Alfred H. 
Kinsey & Co., Inc., H. C. 
Knopf, Inc., Alfred A. 
Limited Editions Club, Inc. 
Lippincott & Co., 
Literary Guild of America, The 
lue Book Co. 


Liveright Pub. Co. 
Longmans, Green & Co. 
Lothrop, Lee & Shepard 
Macaulay Company 
Macmillan Co., The 
McBride Co., Robert M. 
Merriam Co., G. & C. 
Messner, Julian 
Minton, Balch & Co. 
Modern Library, Inc. 


Morrow & Co., William 
Nelson Doubleday, Inc. 
Norton & Co., W. W. 


Oxford University Press 
Penn Publishing Co., The 
Putnam’s Sons, G. P. 


PUBLICATIONS—Continued 


Random House, Inc 
Reynal & Hitchcock 
Ronald Press Co. 
Scribner's Sons, Charles 
Simon & Schuster, Inc. 
smith, Harrison, & Robert Haas 
tock Market Publications 
tokes & Co., Frederick A. 
Stratford Co. 
Univ. of Chicago Press 
Vanguard Press 
Van Nostrand Co., D. 

att, G. Howard 
Viking Press, The 
Whittlesey House 
Wee °., John C. 
se & Co., William H. 

Yale University Press 
Magazines 

American 

Atlantic 

Conde Nast Publications 


Esquire 
Financial World, The 
Literary Digest 
Magazine of Wall Street 
New Yorker, The 

ate Grown, The 

Gui ide 

Rea ‘Book 
Saturday Evening Post 
Stock Market Technique 


True Story 
Newspapers 

American Weekly, The 

Baltimore Sun 

Block Newspapers, Paul 

Chicago Tribune 

Comic ew. The 

Day, The 

Detroit Trews, The 

oo Daily Bulletin 
Y. American 

N. Y. Daily Mirror 

N. Y. Evening Journal 

N. Y. News 


N. Y. World Telegram 
Philadelphia Evening Bulletin 
Newark Sunday Ledger 


RADIO 

Radios 

American Bosch 

Stromberg Carlson 

Emerson 

Philco 
Tubes 

Cunningham R. C. A. ° 

Radiotrons 


SPORTING GOODS 


Bristol Pyramid Irons 
Ciné-Kodek 

Elco Boats. 

Graflex 

Kroydon Golf Clubs 
Leitz Camera, E. 

Living Tree Guild Game 
Midas Camera + ceed 
Wheeler Piaymat 

Wilson Golf Balls and Clubs 
Winton Diesel Engine 


TOILET REQUISITES 


Dentifrices 

Calsodent 

Calox 

Colgate's 

Ipana 

Listerine 

Dr. Lyons 

Worcester Salt 
Perfumes and Cosmetics 

Arden, Elizabeth 


Coty 
Dogue & Ramsdell 
D’Orsa 


Earle, Marie 

Hinds Honey & Almond Cream 

Houbigant 

Hudnut, Richard 

Matchabelli, Prince 

Mavis Talcum Powder 

Noxema 

Rubinstein, Helena 
tinmesh ‘ 

Tangee 

Yardley's 


Soaps 
Lifebuoy 
ciheheer Shaving Cream 
Lux Toilet Soap 
Miscellaneous 
Cuticura Products 
Gem Blades 
Gillette Blades 
t Method Preparations 
La Cross Nail Polish 
Magazine Repeating Razor 
M 


um 
Pro-Ker 
Resinol Products 


Segal Blades 


TOBACCO 
Cigarettes 


fame! 
| — py ield 


Kentucky Winners 
Lucky Strike 
Old Gold 


is 
Cigars 
dmiration 
Associated Importers of Havana 
Dexter 
Dutch Masters 


Haddon Hall 

La Rosa de Paris 
Robert Burns 
Royalist 


White Owl 
ipes 
Buttner Pipe, The 


Demuth 
Frank Medico 


TRANSPORTATION 
Airways 
American Air Lines 
Eastern Air Lines 
Transcontinental & Western Air 
Cannes Air Lines 


_ Eastern Stages 
Greyhound Line 
Parmelee System 

Railroads 
Associated British Railways 
Atchison, Topeka & Santa F Fe 
Atlantic Coast Line 

Baltimore & Ohio 

Burlington Route 

Canadian National 

Canadian Pacific 

Chicago, Milwaukee, St. Paul & 

Pacific 

Chicago & Northwestern 

peeneve & Hudson 

& Western 


Dominion prs 

rie 

Great Northern 

pane Valley 

Long Island 

New Jersey Central 

New York Central 

New York, New Haven & Hartford 

Northern Pacific 

Pennsylvania 

Rock Island 

Seaboard Air Line 

Southern Pacific 

Southern Railway 

wiss Federal 

Union Pacific 

Steamships 
Alaska "Steamship Co. 
American Caribbean Line 
American Export 
American Mail 
American Scantic 
American South African 


Baltimore Mail 

Belle Island’ Co. 

Arnold Bernstein 

Canada 

Canadian National 

Canadian Pacific , 

Chicago, Duluth and Georgian Bay 

Clarke 3 

Cleveland and Buffalo Transit Co. 

Clyde Mallory 

Colombian 

Colonial 

Cunard, White Star, Ltd. 

Dollar 

Eastern 

Freneh 

Furness Bermuda 

3race 

Hamburg-American-North German 
Lloyd 


Holland-America 

Hudson River Day Line 
Hudson River Steamboat Co. 
nternational Mercantile Marine 


New England 
N. Y. and Cuba Mail S. S. Co. 
Nippon Yusen Kaisha 
Norwegian American 
Old Dominion 
Panama Pacific 
Porto Rico 
Rainbow Fleet 
Red Star 
Royal Mail 
Sandy Hook 
Savannah 
Southern Pacific 
Spanish Transatlantic 
Standard Fruit & Steamship Co. 
Swedish American 
Union Castle 
Union S. S. Company 
United Fruit Co. 
United States 
Ward 
Tours 
American Express 
Bartlett Tours 
Bennett's Travel Bureau 
~ Boring ‘Co. 
. W. Tours-Inc. 
W. M. Caldwell Travel Service 
Catholic Travel League 
Collins Travel Bureau 
bes Cook and Sons-Wagon Lit, 
inc. 
European American Travel Bureau 
Foster Travel Service 
Frank Tourist Co. 
German Tourist Information Office 
Gillespie, Kinperts and Beard, % 
Holiday Tours, Inc. 
Ideal Tours 
Independent Travel Service 
Inter-Continent Travel Bureau 
Intourist, Inc. 
Martin Travel Bur. 
National Tours 
Raymond-Whitcomb 
Scandinavian Tours 
Simmon’s Tours , 
dish Travel Information Bureau 
Tauck Tours 
Wayfarers Travel Agency, Ltd. 
Williams Tours 
WOMEN’S WEAR 
American Bemberg Corp. 
American Style Protective Ass'n. 
Arnheimer, Inc. 
A. P. Brassieres 
Contour-Lastik 
bs Hats 
Dumari Textile Co. 
Flexees 
Formfit 
Glass & Co., Henry 
ey Gold Stripe Hose 
W. Girdles 
by Hollander Sons 
International Silk Guild 
Kleinert Dress Shields and Nuro 
Belts 
Knox Hats 
Kops Bros. Girdles 
Lily of France 
Maiden Form Brassiere 
Mitchell & Weber Blouses 
Stroock Camel Hair Coats 
Stoffel’s Swiss Organdies 
Vogue Kno-Belt Foundations 
Wear Right Gioves 
Warners Girdles 
Yolande Lingerie 
Youthlastic \ 
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ADVERTISING AGE 


March 16, 1935 


Advertising Bureau 
Releases New Study 


The Bureau of Advertising of the 
American Newspaper Publishers As- 
sociation, New York, is showing a 
new presentation, “Looking Into A 
Million Homes,” to advertisers and 
advertising agencies, telling results 
of an independent survey of 15 cities 
having $2,000,000,000 annually in re 
tail sales. 

Statements made, in addition to 
those on percentage of home owners, 
telephone users, etc., are that more 
than 87 per cent of the families in 
these cities read newspapers and that 
in planning a campaign, advertisers 
can increase their coverage by add- 
ing newspapers to the magazine 
schedule. 


Joins “Herald Tribune” 


Monroe Green, for the past seven 
and a half years with R. H. Macy & 
Co., New York, has resigned as as- 
sistant to the publicity director, to 
become associated with the local ad- 
vertising department of the New 
York Herald Tribune. He was for- 
merly Macy’s advertising manager. 


Pinaud Appoints 
Calkins & Holden, New York, have 
been appointed advertising counsel to 
Pinaud, Inc., maker of perfumery and 
toilet preparations. Radio, trade pa- 
pers and sales promotion material 
will be used. 


GIVE DETAILS OF 
APPLIANCE CO-OP 
ADVERTISING 


(Continued from Page 24) 
four per cent pay in cash. A few 
manufacturers pay both by issuing 
a credit and by paying cash, depend- 
ing on the status of the outlet. 
Average Allow 60 Days 


Ten of the 48 manufacturers 
stated that they set no time limit 
for dealers to file receipted invoices 
and tear sheets, after the advertis- 
ing has appeared. In one of these 
instances, the manufacturer stated 
that no time limit was set, as the 
outlet was usually interested in re- 
imbursement as soon as possible. 
The shortest time permitted by any 
manufacturer was ten days, and the 
longest, February ist of the follow 
ing year. Although there were sev- 
eral ways of arriving at the length 
of time permitted, such as so many 
days after the advertisement has 
appeared, or after the month in 
which the advertising has appeared, 


Depends on material furnished. 


No set formula—it varies 
Literature & direct mail, 
to dealers 


Total 


Proration of Cost on Dealer Helps 
TABLE 2 


If consumer booklets, window displays, and other “dealer helps” 
are charged for in part, how is the cost pro-rated? 


Depends—factory gets by with as small a loss as possible.... 1 


Small charge for handling and mailing, in case of special 
ce. CE MRR ER CREA CREME REED ODE EES OS 2 
60% to manufacturer—40% to dealer...........2 cece eeeccveens 4 
50% to manufacturer—50% to dealer......-...eeeeeeeeccceeees 5 
Fixed charge for certain display pieces or portfolios.......... 3 


Certain items are free, but those charged for are sold at cost. 1 
% to dealers—Displays, about 50% 


Sufficient charge made to discourage careless ordering 


No. of 
Mfrs. 


a comparison of the replies indi- 
cated that about one-half of the 
manufacturers allow 60 days or less. 

Approximately 60 per cent of the 
manufacturers make reimbursement 
or issue credit within two or three 
days to one week after receiving re- 
ceipted invoices and tear sheets, or 
as soon as dealer’s claim has been 
checked; about 23 per cent within 
10 to 30 days, and a relatively few 
within 30 to 60 days. One manu- 
facturer commented that dealers 


More Than That 
of Any Competitor! 


In February, 1935 


The Weekly Kansas City Star carried 128% more 
individual display and classified advertisements than 
were carried by both the second Missouri and Kansas 
farm papers combined. The Weekly Kansas City Star 
carried more total advertising space than was carried 
by both the second Missouri and Kansas farm papers 


combined! 


For the First Two Months of 1935 


The Weekly Kansas City Star carried a larger num- 
ber of individual display as well as classified advertise- 
ments than was carried by both the second Missouri 
and Kansas farm papers combined. The Weekly Kan- 
sas City Star carried more than 31% more total lineage 
than both the second Missouri and Kansas farm papers 


combined! 


The. Weekly Kansas City Star refuses a considerable 
amount of medical and other objectionable advertising which 
competitive farm papers accept ! 


The Weekly Kansas City Star. 


Largest Weekly Farm Circulation in America 
Lowest Advertising Rate of All Farm Papers 


usually hold out the amount due on 
their bills. ; 

Two-thirds of the manufacturers 
require that a final settlement be 
made for cooperative advertising 
either within the year or within a 
definite period after the close of 
the season. From the information 
given, it is indicated that only about 
13 per cent allow final settlement 
to run beyond the year in which 
the advertising appeared—anywhere 
from 15 to 45 days after. The ma- 
jority of manufacturers prefer to 
have a settlement within a definite 
period after the advertising has ap- 
peared. 

Almost two-thirds of the manu- 
facturers stipulate that all unused 
allowances revert to the factory or 
to the distributor at the close of 
the season. In the large majority 
of these cases, the unused allow- 
ance reverts to the factory rather 
than to the distributor. One manu- 
facturer stated that they make such 
a stipulation but do not always 
hold to it; another that where spe- 
cial advertising is deemed advis- 
able, the amount of balance accrued 
for the current and the previous 
year is taken into consideration. 


Is “Mass Transportation” 

Electric Traction and Bus Journal, 
Chicago, has announced a change of 
name to Mass Transportation, effec- 
tive with the March issue. 


BEFORE AND AFTER 


IN 1848 B.B: 


TO DA pope nyt mp yp a 
Weary creme amd oching backs ore we lenges the prmats bor kewpeng beck 
> 


renee epartling bright Ins matter of served: aad wath mage seme 
Inemnnt Acting BAB-O brags brilieet beset) te tube talon, wombs amd other 
bethroem Aaturea Every particle of this ertemubeally bladed powder 


your hands lowe °S gasemrens BATEROOMS 
0... at your deater. ntnaigupes 


thet why 


John Held, Jr., drawings depict 

“the good old days” in large-space 

newspaper copy now running in se- 
lected markets for Bab-O. 


Starts Publication 


The first issue of National County 
Magazine, official organ of the Amer- 
ican County Association, Chicago, 
will be published March 25. The 
magazine will have a controlled cir- 
culation of 10,000 among county gov- 
ernment officials. Editorial and busi- 
ness offices are at the LaSalle Hotel. 


Chappel with Agency 

Ernest E. Chappel, recently direc-, 
tor of the radio division of the Na- 
tional Broadcasting Company Artists 
Service and prior to that an execu- 
tive of the Columbia Broadcasting 
System, has joined Donahue & Coe, 
Inc., New York. 


Walz Joins Kreuger 


Charles A. Walz, former sales man- 
ager of Kings Brewery, Brooklyn, has 
joined the G. Kreuger Brewing Com- 
pany, Newark, as sales manager. 


lines. 


active market? 


NEW YORK 
SEATTLE 


P. Ss. 


*Source: National Advertising Record 


CHICAGO 
SAN FRANCISCO 


THE AMERICAN HOME 
GAINS 25% OF TOTAL 


Thirty-four general magazines gained 
a total of 50,869* lines in March as 
against last year. Of this, THE 
AMERICAN HOME gained 12,715 


In other words, THE AMERICAN 
HOME carried 25% of the total 
gain in the March issues of these 


thirty-four magazines. 


Are you taking advantage of this 


THE AMERICAN HOME 


BOSTON 
LOS ANGELES 


Circulation is forging ahead. 600,000 net paid for April. 
Present rates based on a half million. 
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A GAIN EVERY MONTH & 
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since TOWER MAGAZINES 
INTRODUCED THE NEW BIG SIZE! | 


A CIRCULATION GAN JANUAR 
76,000 ESTIMATED NET 


Teak Secinés new big size 680 line 
standard page... on sale for the first time 
os ae er December lst, and competing for attention 
7 | | , with Christmas merchandise went ahead 


£6,000 estimated net. Women liked i: 


A REVENUE GAIN — AND . 
A LINAGE GAIN : 


Jaeuaey: February, ‘Haroh, and: April issues 
- went ahead for a sound and substantial gain 
in linage and revenue. Advertisers liked it, 


April: was ‘the bi egest revenue mini it 
the five yen a Tower M a laganines re 4 


~ R MAGAZINES - ING 
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Dissolve Newspaper 
Group as Complaint 


Is Filed with FTC 


Birmingham, Ala., March 14.—The 
Alabama Group of newspapers has 
been dissolved as of March 6, ac- 
cording to notices sent out this week 
to national advertisers. 

No more advertising will be ac- 
cepted at group rates, but present 
contracts will be carried to com- 
pletion by the individual newspapers 
at the rates written. After that, 
Separate rates will prevail as before 
the group was formed. 

Announcement of the dissolution 
of the group follows closely upon 
the filing of an informal complaint 
with the Federal Trade Commission 
charging that the combination rate 
set up by the group discriminated 
against other papers in the state. 
The paper or individual which filed 
the complaint with the Federal 
Trade Commission remains undis- 
closed, but it is understood that the 
complaint was filed as a result of 
the recent U. S. Supreme Court de- 
cision in the Indiana Farmers Guide- 
Midwest Farm Papers Unit case, 
which was reported on in the Dec. 8, 
1934, issue of ADVERTISING AGE. 

The Alabama Group was organized 


early in 1933 and included the Bir- 
mingham News, Birmingham Age- 
Herald, Montgomery Advertiser, Mo- 
bile Press Register and Huntsville 
Times. There were other considera- 
tions in addition to the complaint 
to the FTC which led to the decision 
to disband the group, according to 
reports here. 

The issue involved in the case is 
one which affects various other 
newspaper and magazine groups, but 
members of the Alabama Group have 
no information as to whether the 
Federal Trade Commission will con- 
tinue with its investigation since the 
dissolution. The Alabama Group 
still contends it was clearly within 
its rights and in fact had no doubt 
as to the legality of its actions until 
the federal investigation was begun 
several months ago. 


Lee Adds Aviation 


An aviation division to service ac- 
counts in that field has been opened 
by the Lee Advertising Agency, New 
York and New Haven, under the 
direction of Grove Webster, creator 
of the Airport Directory and for 18 
years secretary of the Private Fliers 
Association. 


Roberts With “Today” 


W. Donald Roberts, formerly with 
House Beautiful, Home and Field and 
the New York Times, has joined the 
New York advertising staff of Today. 


A NEW BLEND 


© \woty sons ma! 
Tay Sta Gas” 


SDs) 


The new wheat cereal 
that you've — 


ceanan 
(20m TOUR OWN GROCER. LISTED MER: 
(ra) weak STORES AD 4 wreTE vim 


An somes 


Full-page advertisement in Galves- 
ton, Tex., papers last week, intro- 
ducing the new Kellogg Wheat 


Krispies, following a sampling 
drive. 
New Offices for KTAB 


Station KTAB, San Francisco, will 
soon open new offices in the Russ 
Bldg. Phil Lasky, formerly of sta- 
tion KDYL, Salt Lake City NBC out- 
let, is the station’s new manager. 


Sell Philadelphia . . . a billion dollar market. 


Sell the 650,743 families receiving the Sunday 
Inquirer ... the greatest circulation ever reached 
by any Philadelphia newspaper. 


Sell the 295,735 families reading The Inquirier 
daily . . . an audience never even approximated 
by any other Philadelphia morning newspaper. 


Cover the rich Philadelphia area with The 
Inquirer . . . no other paper so completely dom- 
inates its market. 


Che Philadelphia Mnguirer 


PENNSYLVANIA’S GREATEST MORNING NEWSPAPER 


Getting Personal 


The Ford roadster on display in the McCann-Erickson reception 
room on the 13th floor at 285 Madison was not assembled there. 
Sid Allen and Bill Shedaker conceived the idea of hoisting it up the 
outside of the building and bringing it through a window. . . 


Col. Wood F. Axton now holds the high money records at two 
tracks. His Chicasha, romping home at Santa Anita last week, paid 
$172.80 on a $2 ticket. . . 


Virginia Cobb, new on the Blackman research staff, will not 
permit matrimony to interfere with her advertising career. In private 
life she is now the wife of H. G. Silleck III, assistant treasurer of 
Jacob Ruppert. . . 


W. B. Ruthrauff has gone to Camden, S. C., but has left his 
hunters at home. While away for the rest, however, it may be taken 
for granted that he frequently visits the track. . . 


David Stern Ill, eldest son of the newspaper publisher, and his 
bride, the former Louise Beggs, will sail this week-end for a honey- 
moon in Europe. Returning in three months, the young husband 
will resume his duties as dramatic critic and editorial writer on the 
Philadelphia Record. . . 


Rae Hickok, president of the Hickok Company, made copy for 
the sporting pages this week, when he bagged a six-foot-seven-inch 
cougar in a Florida swamp. There are just a handful of the critters 
left east of the Rockies, and his recital made it appear that the only 
difficulty was in making contact with the big cat. . . 


Those who argue that early training has much to do with getting 
on in the world point to the fact that Bruce Barton and Gil Hodges 
are alumni of the same Oak Park, IIll., high school which graduated 
Sally Rand... 


Frank A. Tichenor, Jr., son and business associate of the magazine 
publisher, has won the heart of Dorothy Eggers, of Larchmont. Miss 
Eggers attended Trafalgar Institute in Montreal and the New York 
School of Applied Designs for Women. . 

Production schedules are getting back to normal, now that the 
Golden Gloves Tournament is over for this year. Hal Sherwood, 
national advertising manager of the News, appeared at the ringside 
the night of the finals with a delegation of nearly 300 advertising 
men who had been his dinner guests at the Waldorf. . . 


Still without a home of his own to warm, no one knows why, 
Allen Zoll again warmed up the Ritz-Carlton this week. As usual, 
everyone who had been invited attended and calmly ignored their 
train schedules. . . 

Ben Duffy, BBDO, is golfing and fishing in Florida. . Eddie 
Wilson, McCann-Erickson, is touring the South in his new Ford, and 
writing the office enthusiastic reports on its performance. . . 

Bill Day, Lambert & Feasley, and Frank Hurley, Jr., Crowell, set 
out together last week-end for Florida by car. Maybe it’s pleasure, 
maybe it’s business, maybe it’s both. . . 

Two fresh laurel wreaths were laid at Catherine McNelis’ door- 
step this week. She is advertising’s only representative on the New 
York Business and Professional Women’s Club’s list of the city’s 25 
outstanding career women. The publisher of Tower Magazines was 
also named as one of the country’s most capable business women by 
the bureau of economic research of L. Bamberger. For advertising 
company on the second list Miss McNelis has Elizabeth Arden, Mrs. 
Ogden Mills Reid, Mrs. Stanley Resor and Eleanor Patterson. . . 


Marion Harper, Blackman partner, has just returned from Ber- 
muda, where he caught four sailfish in one morning. For six years 
prior to that eventful day he had angled for sailfish without catching 
even one. . . 

Beverly Furber (of the Translux Furbers) has taken a month’s 
leave of absence from NBC’s sales promotion department. He. left by 
plane Saturday to look over the Hollywood situation and may remain 
there. . 

Those gourmet articles in Good Housekeeping are written by R. B. 
MacFayden, N. W. Ayer’s food department chief and liaison officer. 
He admits that food is his vocation and cooking his hobby—a perfect 
combination. . 

Bill Jones, Needham, Louis & Brorby’s art director, is teaching a 
class in advertising design and layout two evenings a week at the 
American Academy of Art. . . 

Robert V. Dunn, Chevrolet account executive on the Pacific coast 
for Campbell-Ewald, is noted for having his eye on the ball. There’s 
a reason—he played professionally after leaving Notre Dame’s base- 
ball nine. . . 

Eugene Corcoran, of the Branham Company’s Chicago office, closed 
a big contract March 2, when Ann Clare McNulty became Mrs. Corcoran 
in a ceremony at Our Lady of Mount Carmel church. The honeymoon 
trip will include Mexico. . . 

Friends of Louis Wiley, business manager of the New York Times, 
were pleased to learn that his condition, following an operation by 
Dr. Allen O. Whipple March 11, was good. He will be at Medical 
Center, New York, for some time, however. . . 

Cliff Ellison, advertising manager of Brunswick-Balke-Collender, is 
soaking up sunshine in Miami, following a motor trip from Chicago. 
He will spend three weeks in the land of orange groves. . . 

Harry Schneiderman, of the E. H. Brown Advertising Agency, Chi- 
cago, is accepting congratulations on the arrival of a new daughter 
at his house. . . A. H. Dewees, account executive in Ayer’s San Fran- 
cisco office, is also boasting of young Caroline, who joined his family 
recently. . . ; 

Bernarr Macfadden has contributed $7,500 to the American Legion 
in Alabama for establishment of recreation fields in conjunction with 
airports and community parks. Mr. Macfadden is an enthusiastic flyer 
himself. . . L. V. Burton, editor of Food Industries, New York, has 
long been noted as one of the most persistent pipe smokers in editor- 
dom. He has completed his equipment by the addition of a trick 
lighter which keeps the boiler going. . . 

Jack Platt, advertising manager for Kraft-Phenix Cheese Company, 
is recovering from an operation. He is expected back at his desk in 
another fortnight or so. . . Joe Finn, of Reincke-Ellis-Younggreen & 
Finn, made up a page or two of the New York Herald Tribune, the 
other day, while visiting in Gotham. An old crony, now on the staff 
of the Herald Tribune, invited Joe to try his hand at his one-time 
chore. . 


John Kerney, assistant treasurer of the Trenton Times Newspapers, 
escaped serious injury when his car skidded into a telegraph pole 
recently. He was given first aid at the Mercer Hospital. . . 
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Ruthrauff & Ryan Keep 
Valspar National Account 


In Apvertisinc Ace for Feb. 16, 
announcement was made of the ap- 
pointment of Bass-Luckoff, Inc., De- 
troit, to handle dealer help advertis- 
ing for the Valspar Corporation. 

This arrangement applies only to 
localized advertising in cooperation 
with Valspar dealers and in no way 
affecting the Valspar national adver- 
tising, which continues to be handled 
by Ruthrauff & Ryan, Inc., New York. 


Form Ronalds-Kulay 


DeWitt C. Ronalds and Nicholas 
Kulay, both formerly with Ronalds 
Re-Sale Agency, Inc., have formed a 
new company, Ronalds-Kulay, Inc., 
New York, to specialize in window 
display and point of sale advertis- 
ing. 


REGARDLESS 


of which came first... 


. . . the chicken or the ia eggs are im- 
portant ta bakers. Latest Census 

show that bakers pay $26,092,847 a year for 
eggs. As bakers do more cake business, 
and they will, they will use more eggs. 
The baking industry is growing, and as it 
grows it buys more ingredients, equipment 


FEBRUARY GAIN 
IN FARM PRESS 
1.3 PER CENT 


Chicago, March 14.—Farm maga- 
zines showed a sizable gain in Feb- 
ruary advertising lineage as com- 
pared with figures for the same 
month of 1934, National Advertising 
Records reveals. 

Lineage carried in 64 farm paper 
editions in February, 1935, totaled 
736,047, compared with 686,245 in the 
same month of 1934. These totals do 
not include baby chick, live stock, or 
classified advertising. 

The gain for February, 1935, is 49,- 
802 lines, or 7.31 per cent. The gain 
for January, 1935, was 26,292 lines, or 
5.4 per cent, over January, 1934. 

The increase recorded by individ- 


res | ual papers are shown in the following 


tabulation of lineage of farm maga- 
zines of all types for February, 1935, 
and February, 1934: 


and supplies. For your share of bakers 1935 1934 
es Mg 8 your, —_ SS, Monthlies 
, the industry’s leader for alm 
® half contury. It is vend ig A ge} a eee Pea 24,700 24,214 
oles. - MP GONey SES Cary and Southern Rural- 
Census figures show 9113 bakers do 92.6% ist 
of the business—so concentrate on those Carolinas-Virginia 
able-to-buy bakers who subscribe for Er 0,729 19,683 
BAKERS’ HELPER without premiums or Georgia-Alabama 
oo — inducements. Edition .......... 15,980 16,407 
nd tor Kentucky-Tennessee 
Baking Industry Facts and Figures.” Edition .......... 14,667 15,730 
Mississippi Valley 
M4 EEE as 8scen eee 4,623 16,210 
AKERS TIELPER Texas Edition...... 13,154 15,795 
YE MAGAZINE / BAKERY PRACTICE -{ MANAGEMENT All Editions ....... 9,929 12,723 
Average 5 Editions. 15,831 16,765 
Capper’s Farmer ..... 16,760 15,157 
@ The Magazine of Bakery diy Successful Farming .. 14,981 17,246 
‘ Southern Agriculturist 12,537 11,719 
COREE eer SENS Country Home ....... 11,764 9.538 
‘ Southern Planter .... 9,733 9,488 
330 South Wells Street, Chicago, Ill.| California Citrograph. 9,671 6,474 
Western Farm Life... 7,856 7,181 
Farm Journal ........ 5,677 6,273 
Breeders’ Gazette .... 3,553 2,605 
Wyoming Stockman- 
Genuine PRGIIOE 9656 660600 «0 2,153 2,895 
TYPED LETTERS Bureau Farmer ...... 1,139 1,391 
(Heoven Automatic) Semi-Monthlies 
22 Farm & Ranch....... 15,533 14,759 
Mail Advertising Oklahoma Farmer- 
ANKI Service Stockman ......... 14,266 15,268 
' ‘ Hoard’s Dairyman . 13,15 r 
Booklet ** Brass Kauchles,”’ Free te Executives 
Fitth , Pittsburgh, Pa. ATiantic 1 Arizona Producer .... 12,450 7,635 
eo ee }|Montana Farmer .... 9,955 9,988 
Utah Farmer ........ 8,634 5,421 
Missouri Farmer 6,171 5,903 
Arkansas Farmer ... 3,065 3,023 
NHheas. Bi-Weeklies 
Prairie Farmer 
ENTION Illinois Edition .... 21,428 17,072 
IiBITS Indiana Edition .... 14,749 12,778 
Wallaces’ Farmer and 
$s P OT Iowa Homestead ... 21,253 22,178 
Pennsylvania Farmer. 20,975 15,206 
W DISPLAYS California Cultivator... 20,519 16,064 
f New England 
Homestead ........ 17,606 17,169 
VA Wisconsin Agriculturist 
and Parmer... 16,596 15,159 
SSPLAWS & | the Farmer 
Local Edition ...... 16,244 4,526 
XH ® ot iTS Minnesota Edition.. 14,800 15,841 
Dakota Edition .... 10,087 14,230 
vitae Nebraska Farmer 15,942 15,722 
a G Zone Advertising .. 8,732 7,945 
Average 6 Editions. 17,397 17,046 
Ohio Farmer ........ 881 13,417 
American Agriculturist 15,516 15,087 
Local Zone Adver- 
CU iv divesie eb éeéx 1,922 4,685 
aa Michigan Farmer .... 15,447 9,868 
& & @ “Pages Washington Farmer.. 14,924 13,536 
, (Ks Zone Advertising .. 1,809  ...... 
(SREB NEA) that SELL. Oregon Farmer ...... 095 10,909 
‘ % a Zone Advertising .. (ee 
Four pages—one sheee | Idaho Farmer ....... ,576 8,658 
’ arty per Zone Advertising .. 983 o.oo ee 
“ 6 ——COVEriO, major 
FOUR PAGES 8 Ae es zaemere Guide 10,855 8,282 
Reg. U.S. Pa. Of. = sewspapers, form. | (Mail & Breeze) ... 8,930 10,467 
zines (regional tional) anew ishers and Zone Advertising ... 2,370 ...... 
pines tenahenel on cuenta Dakota Farmer ..... 8,499 11,449 
mation this modern way. Agencies also use AMA | Missouri Ruralist .... 8,290 9,837 
forms ‘aeiaeeT Zone Advertising .. 1,913 ...... 
on your lette: lo y- 
Weeklies 
ADVERTISING MEDIUM ANALYSIS | pacific Rural Press .. 30,285 26,143 
500 Sansome Street Sen Franciseo | Rural New-Yorker .. 17,526 17,904 
Weekly Kansas City Star 
Missouri Edition ... 14,462 18,752 
Kansas Edition .... 14,038 17,476 
AY SCHOOLS | 4:kanses-orlahoma 
Aaa 13,763 16,710 
ADVERTISING & COPY |cCapper’s Weekly...... 11,339 = 11,874 
COMMERCIAL ART | Semi Weekly Farm News 
COM'L PHOTOGRAPHY Tuesday Edition 7,419 8,680 
LAYOUT AN ERIN Friday Edition owes. SomeT 5,449 
ae ee ee eee ae 4,215 2,697 


PHOTO -. RETOUCHING 
Dept. L. V.. 116 S. Mich. Blvd., Chicago 


G-M Booklet Traces 
Knee-Action History 


General Motors Corporation has 
issued a 48-page booklet, “The Story 
of Knee-Action,” relating the develop- 
ment of independent front wheel 
suspension. 

The booklet was prepared by the 
customer research staff of General 
Motors. 


Roper to Acme 


Church Roper, sales manager for 
the past five years of The Ray Day 
Piston Corporation of Detroit, has re- 
signed to become sales manager of 
The Acme Machine Products Com- 
pany, Muncie, Ind. A new adver- 
tising and merchandising campaign 
for the Acme line of Ford parts is 
being planned. 


Nual-Ex to Gray 


The Nul-Ex Products Mfg. Com- 
pany, Philadelphia, maker of Nul-Ex 
skin lotion, has appointed the Phila- 
delphia office of Jerome B. Gray & 
Co. to direct its advertising. For the 
present, direct mail and radio will 
be used. 


Dickstein Joins Ziv 


S. K. Dickstein, advertising and 
sales promotion manager of The Tom 
Collins Corporation, Cincinnati, has 
resigned to join Frederick W. Ziv, 
Inc., Cincinnati advertising agency, 
as manager of service. He was for- 
merly associated with The Colonial 
Radio Corporation, the Servidor Com- 
pany, and the Pilot Radio and Tube 
Corporation. 


Joins Livingston 
Maurice Lesemann, formerly with 
the John H. Dunham Company, Chi- 
cago advertising agency, has joined 
the Leon Livingston Advertising 
Agency, San Francisco, as an account 
executive. 


S. K. Wilson Joins 
Charles Dallas Reach 


S. K. Wilson, formerly head of the 
creative staff of Newell-Emmett Com- 
pany, Inc., and copy director of the 
Erickson Company, New York, has 
joined the Charles Dallas Reach Ad- 
vertising Agency, Newark, as vice- 
president in charge of copy. 

Mr. Wilson, creator of some of the 
Chesterfield campaigns, is author of 
five advertising books as well as 
novels and many articles. 


Kay Moves 


Kay Displays, Inc., has moved to 
larger quarters in the New York Cen- 
tral Bldg., 230 Park Ave., New York. 


YouCanDoaREAL Advertising Job 
inOmaha with only ONE Newspaper! 


Omaha is one city which has a newspaper with practically complete cir- 
culation coverage! Almost 100% of the homes in Omaha—certainly all those 
with average, or better, spending power—read the World-Herald. For instance: 


Omaha retail and classified advertisers use 48°/, MORE advertising space, 
at a higher rate, in the World-Herald than in the 2nd paper. National adver- 
tisers, in every classification, give a decided preference to the World-Herald. 

Omaha is a real market, with retail and wholesale volume UP 18%, to 25%! 
Bank clearings are UP 39.4%! Building permits are UP 72%! 

Write for complete facts. 


Gori 


in CIRCULATION 


S 


in ADVERTISING 


in NEWS 


in OMAHA ‘FOR 
OVER 25 YEARS 
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A 
Moving 
Industry 


IS RIGHT 


You often hear engineers and 
manufacturers refer to the civil 
engineering and construction in- 
dustry as a moving industry. By 
that they mean it is active and 
alert to modern ways of doing 
things. 


It is a moving industry in an- 
other sense and it is most impor- 
tant to manufacturers who are 
striving to maintain contact with 
the industry that they appreciate 
fully this second meaning. It is 
a moving industry in the literal 
sense of the word. The circula- 
tion records of Engineering 
News-Record and Construction 
Methods attest to this fact in no 
uncertain terms. 


During the year just past 10,785 
subscribers to these two publica- 
tions notified us of new addresses 
—24% of all subscribers. Why 
all this moving? 


Engineers and contractors, al- 
though they have offices defi- 
nitely located, move from job to 
job. For long periods of time 
they are required to take up tem- 
porary residence in the field. 
The field may be 100 miles or 
1000 miles away from the office. 
Often it is in foreign lands. The 
job or project becomes a tempo- 
rary office. Construction work 
cannot be taken to the men. The 
Fort Peck dam in Montana, for 
instance, summoned engineers 
and contractors from Georgia, 
California, Texas, Pennsylvania, 
and New York. A railway con- 
struction job in New York state 
called engineers and contractors 
from the middle west. A coffer- 
dam in southern waters brought 
construction men from the Pa- 
cific coast. No end of such in- 
stances can be cited. 


This moving about makes it ex- 
tremely difficult for manufactur- 
ers to maintain contact. When 
these roaming engineers and con- 
tractors are found, the task of 
contacting them often falls upon 
salesmen in other territories, 
meaning that the selling job may 
have to start from scratch again. 
Frequently the new location is in 
some out-of-the-way place that is 
unreachable except at great ex- 
pense. 


An unbroken schedule of adver- 
tising in Engineering News-Rec- 
ord and in Construction Methods 
maintains these important con- 
tacts whether the men are in 
their office or out in the field. 
Both publications follow their 
subscribers wherever they are 
because they pay to have this 
done. It is interesting to see 
how quickly they complain when 
an issue doesn’t follow them 
promptly. Such complaints are 
proof positive that manufactur- 
ers seeking to get the utmost in 
business from the civil engineer- 
ing and construction field can 
well afford to consider carefully 
their advertising schedules in— 


McGraw-Hill Publications 
330 West 42nd St., New York 


interested in this picture. 


‘‘Mississippt 


”? Tie-Up 


Aids Armour Dealers 


Sell Related Items 


(Continued from Page 1, Col. 2) 
and price card as centerpieces, and 
these cards contain a pocket holding 
folders telling housewives how to pre- 
pare the dinner. Most of the displays 
feature a set of banners, announcing 
the store as headquarters for the 
meal of the month and carrying the 
buyer through a set of sales messages 
concluding with five ways to serve 
the leftovers. 

In the tests, the gains in sales ran 
from a minimum of 50 per cent on 
canned pineapple to 275 per cent for 
hams. Armour’s suggestions to deal- 
ers included advice that the displays 
should not be too neat, for they are 
intended to be selling presentations, 
not to skimp on the quantities shown 
and not to neglect price tags. 

A typical display was one requir- 
ing 15 Armour hams, two platters of 
sliced ham, a couple of sweet pota- 
toes, six cans of pineapple, six cans 
of asparagus, 12 pounds of Armour’s 
Cloverbloom butter, and display card 
and pennants. In a six-day selling 
period this display yielded sales in- 
creases of 180 per cent on hams, 85 
per cent on sweet potatoes, 70 per 
cent on asparagus, 80 per cent on but- 
ter and 62 per cent on pineapple. 

Working to put the plan over, in 
addition to Armour salesmen and 
Armour’s magazine advertising, are 
Phil Baker, the motion picture com- 
pany and theaters. Baker reaches 
an audience put at 2,000,000 women 
in his broadcast of comedy Friday 
nights over WJZ and the NBC Blue 
network of 42 stations. Lord & 
Thomas is the agency for both Ar- 
mour and the picture company. 


Others Tie Up 


Paramount in its press book on the 
picture, “Mississippi”, outlined plans 
whereby the picture might be ex- 
ploited by local theaters in using va- 
rious tie-ups, including Armour’s. 
Among them are exchanges of post- 
ers, and lobby displays. 

Other national advertisers are also 
Old Gold 
cigarettes are being pushed by a 
Fields window display with which 
theater men are urged to tie up. De 


partment stores will feature cotton’ 


dresses of the style worn in the pic- 
ture in their cinema shops and win- 
dows. 

A Kent brush is being offered in 
department and drug stores with dis- 
play material playing up Gail Pat- 
rick, who has a part in the picture. 
Decca Records has prepared window 
streamers featuring Bing Crosby, who 


STARTS FLYING 


ee, 7 


“1 FLY through my work 
with the greatest of ease” 


How quickly Bon Ami cleane—and with 
what little effort! In no time at all, it 


tehen cleanser! 


BON AMI 


ooolt doesn’t dull — 


Bon Ami's famous chick spreads its 
wings in this current newspaper 


copy. 


‘|direct mail advertising firm, 


is on the air for Woodbury soap, and 
who sings some of the hits in the 
river cinema. Display units featur- 
ing solo curlers are being shown in 
chain stores throughout the country. 

Speaking of the motion picture 
company’s interest in tie-ups with na- 
tional advertisers, Alec Moss, in 
charge of Paramount’s exploitation, 
gave a few hints on the subject in 
an interview with ADVERTISING AGE. 

In general, he points out that more 
and more advertisers are looking to 
motion picture companies to add gla- 
mour to their advertising and mer- 
chandising activities, an outstanding 
example being Lux soap. Usually the 
picture companies prefer that reliable 
advertisers and advertising agencies 
make the approach. 

Pictures to be produced are listed 
months in advance, so that planning 
can start early. Ordinarily, he be- 
lieves the merchant should approach 
the theater to effect the local tie-up 
along the lines planned by the na- 
tional advertiser. He also feels that 
it is best, generally, for the adver- 
tiser, in the long run, to tie-up with 
a single motion picture organization. 


Adwomen Plan 
Annual Dinner 


For March 21 


New York, March 14.—The Adver- 
tising Women of New York, Inc., is 
announcing the result of its survey 
revealing that the good old days are 
here again with the resumption of 
its annual dinner dance March 21 
at the Biltmore. 

The gala event first took place 
22 years ago and was continued 
without interruption as a social in- 
stitution of advertising until routed 
by the depression in 1932. As many 
as 1,200 advertising men and women 
and their friends have attended for- 
mer affairs. Advance ticket sales 
indicate nearly 1,000 will be on hand 
this year. 

In addition to the appealing pro- 
gram already published, which is 
headlined by an outstanding dance 
orchestra loaned by the NBC net- 
works, there will be a number of 
surprises. One of the most diverting 
will be a skit written by a commit- 
tee under the protection cf anonym- 
ity, which will trifle with the dignity 
of advertising personages. 

Another surprise will be an elabo- 
rate souvenir program featured by 
burlesques of national advertise- 
ments. The programs are being 
donated by the Playbill, with Dick 
Huber, of that organization, acting 
as production manager. 

The price of $6 each for tickets 
is all-inclusive for the turkey dinner 
and the evening’s program of enter- 
tainment and dancing. Over 100 
table and door prizes have been con- 
tributed by national advertisers. 
Profits will be added to the club’s 
mutual aid fund, from which loans 
are made to members in need. 

Katherine C. Adcock is chairman 
of dinner dance reservations. She 
can be reached at Tompkins Square 
6-6420. 


Adds J. W. Gillen 


The Rylander Company, Chicago 
has 
added James W. Gillen to its sales 
organization. Mr. Gillen was for- 
merly with Stevens, Davis & Co. 


Joins United Staff 


Helen Giller Grant, formerly a 
copywriter for J. Walter Thompson 
Company and B. Altman, has been 
added to the copy staff of the United 
Advertising Agency, Inc., New York. 


Elected to Four A’s 


Benton & Bowles, Inc., New York, 
has been elected to membership in 
the American Association of Adver- 
tising Agencies. 


Appoints Sun for 1935. 


The company also handles 


Marion Lambert, Ltd., Toronto, has|the advertising of Marion Lambert, 
appointed The Sun Advertising Com-|!c., St. Louis, maker of Dew de- 
pany, Toledo, O., as advertising agent | °dorant and non-perspirant. 


for 


Pointing 
s The WAY 
m toa MARKET 


Transportation 

Warehouses 

Industrial Locations 

Freight handling, marking 
and packing equipment 


and materials. 


“The Way to A Market,’ Traffic World's survey of its 
entire industrial circulation—shippers who individually 
spend on an average $2,710 every day for freight trans- 
portation alone, is just off the press. 


This booklet tells how much freight is shipped by the 
principal shippers of the United States; how they pack 


it; how they ship it and where it goes. 


These shippers 


spend billions of dollars for transportation (rail, water, 
air, highway, express and parcel post), for warehousing 
and for marking, packing and handling equipment and 


materials. The book shows 


how this enormous ex- 


penditure is divided between the various forms of 


transport services and equipment. 


complete distribution system. 


A picture of the 


Write in today for your copy of “The Way to A Market.” 


ADVERTISING DEPARTMENT 


The TRAFFIC WORLD 


418 South Market Street 
Chicago 


Member Audit Bureau of Circulations 


Reader Interest? 


Traffic World has a renewal percentage of 
81.4% (A. B.C.), 83% of the subscribers 
keep files of the paper. 


Ko RAILROAD SYSTEM 


Zines 


AITHFUL reproduction, even of the best copy, 
requires skill of a high order; a skill that 
comes only with the experience of years. We 
are old in experience and rich with the treasured 
skill of our craft. 


Our Products have won for us an enviable 
reputation as quality plate makers. 
simplest to the most intricate, there is embodied 


great care. 
Knowledge, skill, care and 


a satisfaction beyond what is generally consid- 


ered as acceptable. 


We solicit inquiries from advertisers inter- 
ested in securing full value from their copy. 


Telephone Wabash 6284 


ponte: 1 em ser ee en ee 


RAPID 


@ Halftones @ Wood-cuts 


ENGRAVING 
CORPORATION 


Photo Gngravers 
527 South Wells Street Chicago 


@ Rubber Plates @ Creative Art 


From the 


interest insure 
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Clagsified 
tising 


department is 40 
gate line); mini- 


_» OFFICE TO SHARE 


tions you are looking for in your ad- 
vertising department. Box 550, Ap- 
VERTISING AGE, Chicago. 


ADVERTISING PRODUCTION 


ECONOMIZE!! 

We produce sales letters, price 
lists, diagrams, illustrations, etc., in- 
expensively. $1.50 per 100 copies; 
additional 100, 20 cents. Cuts un- 
necessary. Samples. Laurel Process, 
480 Canal St., N. Y. City. 


Publishers’ representative has one 

f two private offices with reception 
room for rent on Michigan Blvd., 
) Chicago. Phone Wabash 8241 or ad- 
dress Box 548, ADVERTISING AGE, Chi- 
ago. 3-16 


Publishers’ Representative has well 
furnished, private office for rent on 
Michigan Blvd., Chicago, with privi- 
lege of reception room (with or with- 
out stenographic service). Phone: Su- 
perior 35#24. 


POSITIONS WANTED 


Newspaper executive with twelve 
years’ successful experience in ad- 
vertising department of leading met- 
ropolitan newspaper is available for 
connection with daily where oppor- 
tunity for creative work is provided. 
National advertising management of 
large city newspaper or advertising 
director of smaller publication is the 
sort of job I can handle up to the 
hilt. I know advertisers and agency 
executives, and am familiar with all 
classes of newspaper advertising. 
Have also had some radio experi- 
ence. This means an opportunity 
for you as well as for me. Box 549, 
ADVERTISING AGE, Chicago. 


Can you use the services of a man 
who has made good in advertising 
and sales promotion? I know mod- 
ern merchandising methods, and have 
demonstrated my ability to put across 
new products as well as old. Am fa- 
miliar with trade conditions in most 
leading markets, and can direct pro- 
motion and advertising into profitable 
channels. Am now employed, but am 
looking for position offering greater 
opportunities for the future. An in- 
vestigation of my record will con- 
vince you that I have the qualifica- 


ADVERTISING COUNSEL 


“GOOD ADVERTISING COPY” 

My booklet explains the right sort 
of copy—how and why it benefits 
readers and advertisers. 25 cents. 
Seth Brown, 121 W. 225th St., N. Y. 
City. 


Collier Merges 
Three Companies 


In order to place car advertising 
in greater New York and West- 
chester County under one central or- 
ganization, Barron G. Collier has 
merged the Manhattan General Ad- 
vertising Company, Inc., and the 
Broadway Surface Advertising Cor- 
poration with the Collier Service 
Corporation, with headquarters in 
the Collier Bldg., 1465 Broadway, 
New York. 

Jim B. Page, formerly associated 
with General Outdoor Advertising 
Company, Inc., and Henry L. Doherty 
& Co., has been appointed vice-presi- 
dent of Collier Service Corporation. 
Alfred L. Freden has been made ad- 
vertising manager in charge of sales. 


Appoint Kohn 


With the appointment of George 
M. Kohn, Inc., 908 Walton Bldg., At- 
lanta, as representative, National 
Sportsman and Hunting ¢& Fishing 
magazines, Boston, have expanded 
their advertising representation to 
cover the entire South. Mr. Kohn 
wili represent the magazines in the 
territory between Virginia and Texas. 


Monark Names Dunham 


The advertising account of the 
Monark Battery Company, Chicago, 
maker of Silver King bicycles and 
Monark batteries, has been placed 
with The John H. Dunham Company, 
Chicago advertising agency. y 


IT ISN’T TOO EARLY 
TO PLAN FOR 1936 


"U S" specializes in calendars 


which 


are "tailor-made" for 


Fhe UNITED 


your exclusive use . . . distinc- 
tive .. . individual . . . design 
and illustration available to no 
one else . . . year-round adver- 
tising of institutional character 
... reaching your own selected 
list . . . powerful builder of last- 
ing good will. 


STATE 


& LITHOGRAPH COMPANY 


CINCINNATI 
320 Beech St. 


NEW YORK 
52-V E. 19th St. 


BALTIMORE 
420 Cross St. 


CHICAGO 
205-V W. Wacker Drive 


M. H. Petersen, formerly with 

Blackett - Sample - Hummert, _Inc., 

who has been placed in charge of 

national advertising for Hearst 
Radio, Inc. 


Price- Cutting 
Called Menace 


To Distillers 


(Continued from Page 1, Col. 3) 
they are none too ethical in their 
activities. 

Mr. Greenlee said that in ten 
years, 80 per cent of the whisky 
business will be transacted by a 
few leading companies, the remain- 
ing 20 per cent being divided among 
many. Dealer and jobber relations 
are one of the most important 
problems to be solved at present. 
Price-cutting is rampant, particu- 
larly in Chicago, where there are 
900 wholesalers, as contrasted with 
a mere 39 in New York. 


Must Popularize Wine 


As far as wine is concerned, Mr. 
Greenlee insisted that analysis of 
markets on a local basis is essen- 
tial. The wine which is demanded 
by the miners of Pennsylvania, 
for instance, cannot be sold to 
the farmers of Nebraska or the fac- 
tory workers of New York. While 
cultivating these markets, however, 
stress must be laid upon the educa- 
tion of the younger generation. 

“We must emulate the example 
of the cigarette manufacturers,” as- 
serted Mr. Greenlee. (;“We must 
make it smart to drink wine.” 

Returning to a discussion of the 
liquor situation, he asserted that 
the manufacturer who endeavors to 
get all of the outlets possible is 
doomed to failure. Dealers must 
be selected with great care, he said, 
remarking that “the chiselers are 
well known.” 

Mr. Tuteur, the agency man who 
followed, said that much advertis- 
ing of wines and liquors has failed 
because it has tried to accomplish 
in a year what must be achieved 
over five years or more. He rec- 
ommended formation of an inde- 
pendent institute of standards to 
pass on the quality of all alcoholic 
beverages offered to the public. 


Urges Localized Copy 


He charged that much merchan- 
dising effort in the trade consists of 
a blind effort to follow the leaders, 
instead of planning based on a 
knowledge of conditions. He, too, 
stressed the necessity of localized 
copy. 

Colonel Baird, the New York recti- 
fier, charged distillers with wield- 
ing undue influence. They inspired 
the embargo on Canadian whiskies, 
he asserted, when old stock was 
sadly needed in this country. They 
were also responsible, he alleged, 
for the dictum, given wide circula- 
tion, that blended whiskies are unfit 
for human consumption. 

Colonel Baird recommended forma- 
tion of a national organization of 
liquor interests, to undertake an 
educational campaign among con- 
sumers as one of its first projects. 
He described present liquor regula- 
tions as “a Chinese puzzle.” 


The Week's 
New Programs 


New radio programs, changes in 
type of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio ad- 
vertising. 

News for this column is welcomed, 
but for obvious reasons it will be 
impossible to include programs of a 
local character. 


March 17 


Tastyeast, Inc. 
and type of program, with “Oppor- 
tunity Matinee” supplanting “Gigan- 
tic Pictures, Inc.” NBC-WJZ basic 
blue network. Sunday, 12 to 12:30 
p. m., EST. Nine stations. Agency, 
Dorland International. 


March 18 


Pittsburgh Plate Glass Company. 
New. Don Carlos and his Marimba 
orchestra. Mutual (WOR, WLW, 
WGN, WXYZ), Mondays to Fridays 
inclusive, 9:45 to 10 a. m. Agency, 
N. W. Ayer & Son, Inc. 


March 22 


Gilmore Oil Company. New. 
“Strange As It Seems,” based on 
cartoons of John Hix. Columbia- 
Don Lee network, 11 cities on West 
coast, 7:45 to 8 p. m., PST, three 
times weekly. Agency, Raymond R. 
Morgan, Hollywood. 


March 24 


Standard Brands, Inc. (Chase & 
Sanborn coffee). Change in pro- 
gram, with “Major Bowes’ Amateur 
Hour” supplanting the Chase & San- 
born opera guild. Sunday, 8 p. m., 
EST, over 52 stations of the NBC- 
WEAF red network. Originates at 
WEAF, New York. Agency, J. Wal- 
ter Thompson Company. 


Conrad Leaves Sears 
to Join Max Enelow 


Richard B. Conrad has resigned as 
assistant retail advertising manager 
of Sears, Roebuck & Co., Chicago, to 
become associated with Max Enelow 
Agency, retail advertising counsel for 
the central division of Philco Radio 
and Television Corporation, Phila- 
delphia. 

Before joining Sears six years ago 
to handle retail advertising in Sears 
stores throughout the Middle West, 
Mr. Conrad operated his own retail 
agency in Kansas City. 


To Launch Campaign 


on Burnett’s Gin 


An extensive national campaign on 
Burnett’s White Satin gins will 
shortly be released through White- 
Lowell Company, Inc., New York ad- 
vertising agency. Magazines, news- 
papers and window displays, and 
other mediums will be used. 

The Distillers Company, Ltd., has 
made arrangements with Browne 
Vintners Company, Inc., New York 
and San Francisco, for the market- 
ing of Burnett’s White Satin gins in 
the United States. 


Six Name Waddell 


Cc. Eugene Waddell, Pittsburgh, has 
been appointed to handle the adver- 
tising of McCrady-Rodgers, building 
supplies; A. Mama:x & Son, awning 
makers; Breath Easy Company of 
Pennsylvania, pharmaceuticals; Stie- 
ren Optical Company, optometrists; 
Tucker & Tucker, College hats; and 
Bruce, Inc., plumbing and heating 
supplies. 


Sanitas Appoints 
Bayless-Kerr 
The Sanitas Fundoshi Company, 
Cleveland, maker of a men’s under- 
wear garment patterned after the 
supporting garment worn by Jap- 
anese, has appointed the Bayless- 
Kerr Company, Cleveland, to handle 
its advertising. 
The garment will be sold by mail 
through health and sport magazines. 


Joins Paper Company 

A. A. Polscher has been named 
promotion manager of the Ohio and 
Michigan Paper Company, Toledo. 


Change in title] 


rh 


tof 


how many kinds 


of ALCOHOL 


are there? 


H. B. Ogden, mining 
engineer, Pittsburgh—I 
can think of four—ethy], 
wood, denatured and in- 
dustrial. There 

are more but I’ve never 


heard of any. 


T. F. Stewart, furniture 
manufacturer, Grand 
Rapids—Grain, wood, 
denatured. I presume 
molasses alcohol is but 
a type of grain alcohol 
and rubbing alcohol is 
nothing but denatured 
alcohol. 


There are more kinds of alcohol than 
industry knows what to do with. 
Many new types have been de- 
veloped during the depression. Allyl, 
cetyl, lauryl, octyl are a few of 
them. Some lose their identity as 
alcohol under the trade names for 
anti-freeze. In the alipathic family 
alone there are 23 different alcohols 
now commercially available, all of 
which can be made synthetically. 
Uses for many of them are now be- 
ing worked out in the laboratory. 


What of it—what is the significance 
of all this chemical development if 
there is no immediate market for 
the products? 


Just this—it illustrates how chemi- 
cal engineering is geared up to sup- 
ply new products, to anticipate 
human and industrial wants, to 
create markets for products that 
otherwise would be nothing but 
“laboratory still births.’” Chemical 
engineering is the science of produc- 
ing in commercial volume the prod- 
ucts of our modern chemical labora- 
tories. With machinery and equip- 
ment, chemical engineering begins 
where the laboratory leaves off. 
Without chemical engineering we 
would not have adequate stocks of 
Cellophane, rubber tires, Bakelite, 
paints, dyes, coke, cement, glass, 
linoleum and kindred products. 


Chem. & Met. covers the whole 
realm of chemical engineering—20 
broad product producers commonly 
known as the process industries. 
Even in a depression year these 
industries produced products to the 
value of 64% billion dollars. There 
is activity in some part of this 
group of producers at all times—the 
best reason in the world for keeping 
advertising actively at work in 
Chem. & Met. 


Chemical engineering is the sci- 
ence of producing in commercial 
volume the products of our mod- 
ern chemical laboratories. 


CHEMICAL & METALLURGICAL 
ENGINEERING 


A McGraw-Hill Publication 
Member of ABC-ABP 
330 West 42d Street, New York 
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BATTLE CRY 


LITTLE did the rugged young Ameri- 
cans who snuggled contentedly into 
bed as their fond mothers blew out 
the kerosene lamps on a certain night 
in the middle 80’s reckon on the sad 
fate that lay around the corner. 
They were about to run full tilt 
into the power of Great Fiction! 
For they woke to that doleful day 
when “‘Little Lord Fauntleroy,” ap- 
pearing first in a magazine, started 
to cut his devastating swath through 
the hearts of doting female parents. 
Overriding the horrified protests 
of fathers and sons alike, legions of 
women dragged their resisting dar- 
lings into the stores to buy lace col- 
lars and cuffs and velvet suits. 
Wallace Eddinger was one of three 
child actors who created the title role 
on the stage after the novel had swept 
the country like a plague. At the 
death of the author, Mrs. Frances 
Hodgson Burnett, in 1924, he said, 
“To play the part of ‘Cedric’ I had 
to have long golden curls, wear white 
cuffs and be, oh, so sweet. As a result 


" 4 


A % . 
Copyright, Interfational Magazine Co., 1935 


CEDRIC (Little Lord Fauntleroy) with his 


the other boys used to call me ‘Sissy.’ 
There were other kids who were glad 
when the Fauntleroy vogue died. 
Their mothers dressed them as coun- 
terparts of me in the role and they 
were always getting into fights.” 

Perhaps you think this hard-boiled 
world has ceased to react to such a 
display of emotion. 

But how else will you explain the 
way in which women last year aped 
the hair-dress of ‘Little Women,” 
or the increased interest in Oriental 


— POO POO QPOOQBO LVEF LVEF 2 


“THE MOST INFLUENTIAL 
BOOKS, AND THE TRUEST 
IN THEIR INFLUENCE, ARE 
WORKS OF FICTION,” SAID 


ROB’T LOUIS STEVENSON. 
“THEY RE-ARRANGE, THEY 
REPEAT, THEY CLARIFY 
THE LESSONS OF LIFE” 


— COSMOPOLITAN 


dog and pigeons 


decorations that followed Pearl Buck’s 
Chinese novels in Cosmopolitan? 

For two such apparent examples of 
fiction’s emotional power there are 
scores of far less obvious reactions. 

In Cosmopolitan this always pres- 
ent but unobtrusive sales sugges- 
tion extends to its illustrations. 

Not only are Cosmopolitan artists 
naturally keen to dress their illustra- 
tions in the setting that fits the story, 
but a capable stylist keeps a vigilant 
eye open for every. opportunity to 
show how good clothes, accessories 
and decorations in the illustrations 
may add a subtle touch to the emo- 
tional power of its fiction. 

The most stimulating—the most 
profitable background for Effective 
Advertising is the emotional power 
of GREAT FICTION. Men who sell 
know this power. 

Those who know it best use Cos- 
mopolitan most, for Cosmopolitan, 
by critical appraisal, publishes more 
GREAT FICTION per issue than 
any other important magazine. 
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ADVERTISING AGE 


PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


PUBLISHER EXPLAINS ADVERTISING TO PUBLIC 


The visit of G. D. Crain, Jr., publisher of “Advertising Age," to Kansas City this 
week to address the local advertising club was seized upon by Arthur B. Church 
of KMBC as an opportunity to put on a round table discussion of “Advertising 
and the Consumer," with Mr. Crain answering a series of rapid-fire questions. 
Shown before the microphone are Clifford Ball, who has just resigned as adver- 
tising manager of Skelly Oil Company to join Brown & Bigelow; Karl K. Koerper, 
president of the Advertising Club of Kansas City; Mr. Crain; and Mr. Church. 
(Story on Page 8.) 


LIBRARY OF CONGRESS GETS UNIQUE VOLUME 


Wilfred W. Fry (center), president of N. W. Ayer & Son, Inc., presents 

a book containing the front pages of 1,314 daily newspapers pub- 

lished March 4, 1933, the day President Roosevelt was inaugurated, 

to Herbert Putnam, librarian of Congress. At right is Martin A. 

Roberts, superintendent of the reading room in the library. The news- 

papers were entered in the exhibit of newspaper typography spon- 
sored annually by Ayer. (Story on Page 14.) 


EXEMPLIFIES QUIET ACTION OF MOWER 


Photograph for Quiet-Mo, product of Worcester Lawn Mower Com- 
pany, produced by Luce Studios, Worcester, in which the feeling of 
quiet operation is developed. Otis Carl Williams, Inc., is the agency. 


This 24-sheet, featuring the terrier who aided Buick's "More and Better Miles” poster win a prize two ye 


VOCAL CONTENTMENT 


When Mrs. Shopper pushes the 
right lever on this floor display 
stand built for Carnation milk by 
Chicago Show Printing Company, 
a cow's head pops up and gives a 
cheery moo. Over 65,000 of these 
displays, credited with increasing 
sales as much as 600 per cent, have 
been produced. 


TECHNICAL ADVANCE 


Molded pulp dispensing container 
for Mobiloil which won an award 
for merit in technical development 
at the packaging exposition in 
Chicago last week. 


PRIZE-WINNING BUICK PUP RETURNS WITH A NEW PAL 


ars 
ago, is going up this week-end in 1,800 cities and towns throughout the country. Frederick Stanley is the 
artist, Campbell-Ewald Company the agency. 


TATHAM LOOKS OVER DISPLAY MATERIAL 


| tet Opneg yy | 
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Art Tatham, Bauer & Black advertising manager, casts a critical eye 

over paintings for display material which will hook up Blue Streak 

Pal supporters with Emerson Norton, U. S. Olympic team star and 
"perfect man." Needham, Louis & Brorby, lex: is the agency. 


BROADENED MARKET SOUGHT FOR OLD PRODUCT 


' 


FOR SHIN DEAMRLA NE MABRANCE 


The solicitous French barber who has hall-marked Pinaud advertising 
for many years has made way for this nymph-like creature of the 
opposite sex, whose presence announces a new advertising program 
"designed to woo feminine custom. 
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Well, ESQUIRE has brought him back. It was a man’s job, 


, A By WOLFE KAUFMAN 
just the thing for the Magazine For Men... 4 Mi ee 
FRANK SCULLY | a ere POETRY 
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ESQUIRE went to press and we had to stop presses and open the forms so 


goaded into Telling All. His article arrived the day after the April issue of sii . 
that you might know the old playboy as we know him at this moment. 4 vs : a SATIR E 


Now and then there shoots skyward from 


saying, “I can’t make him out any more. He 


Listen to Scully’s lead: | ee os MONTAGUE GLASS 


the downtrodden races of the world, and this 
is notably true 1g the Shanty Irish, a 
son as handsome as a Greek god with talent 
and charm that top his good looks. 
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something goes wrong, and down he skids. 
Discredited at home, he spends the rest of 
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any longer. Something's happened to him.” 

Men, as well as women, nod their heads in 
approval of this summary of him. He re- 
mains, in brief, every other inch a gentleman. 

. . e 

He remains, in other words, the perfect 
subject for ESQUIRE. And Scully has done 
the perfect job under the title: 
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